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G IVE us your order for one of those 
artistic, eye-inviting 16 by 24 


inch cards in the 


99 


rooklyn “L 


Remember—1 35,coo readers will pon- 
der over that card every day. Lawyers, 
doctors, merchants, clerks, mechanics— 
THEIR WIVES use these cars every day 
—that’s the class of people you reach 
through a Brooklyn ‘*L” car card. 


A postal or a personal interview earnestly 
solicited. Do it to-day, 
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AMERICAN ADVERTISING 

IS FAMOUS. “PRINTERS'’ 

INK’ HAS MADE IT SO. 
By An Amateur Correspondent. 
In a critical study of the art of 
advertising extending over a 
period of eight or ten years, dur- 
ing which time I have viewed the 
rapidly chang'ng situation from 
every point of vantage, I must 
confess, in spite of all my ex- 
perience, that I meet daily 
many perplexing problems as those 
which I was called upon to master 
a decade or so ago. 

Reminiscences are at times in- 
teresting, and then agan we have 
read others which were absolutely 
devoid of any interest whatever. 
Most reminiscences are the written 
results of the study and | fe-work 
of men who are dangerously near 
the three score and ten mark. The 
views which follow are those of a 
man this side of twenty-five. 

It has been said of every busi- 
ness, and never more truly than 
of the advertising in particular, 
that the longer one labors in a 
given line of trad. the more con- 
vinced will he be at the end of his 
career that he knows concerning 
that business in which he _ has 
labored so long and so honestly, 
absolutely nothing. 

In the last ten years the art of 
advertising has been revolutioniz- 
edin every sense of the word. The 
changes in the kaleidoscope of 
vents have been so many and so 
‘rapid, that those who had for the 
preceding 40 years struggled under 
oldtime methods and forms were 
wont to stop at times during the 
last decade and wonder “what was 
to be the next surnrise.” Men 
who had been connected with ad- 
vertising for the best part of the 
last century, when asked “what 
they know about the business,” 
are apt to confess that they “know 
nothing, absolutely nothing.” They 
will tell you that things happen 


as 
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to-day which were never dreamed 
of by the philosophers of the 
business a half century ago. 

Time is the great changer of 
everything. From the day we are 
born until we die it is a succession 
of changes. Even after we have 
passed away and laid to rest, th’s 
unknown force keeps on at its un- 
finished task by changing the gran- 
ite monument which stands above 
our bed to crumbling stone and 
dust. Change, evolution, revolu- 
tion, the three successive marks in 
the history of every person and 
thng, are to be found along the 
path left by the art of advertising 
in its journey from nothine to its 
present proud position to-day. 

The last mark along this path 
is hard to trace. Time has almost 
obliterated it, but as near as we 
can come to deciphering the in- 
scription after having cleared awav 
the dust,cobwebs and wreck which 
have grown across it during the 
past decade, there is revealed to 
us characters, which when thor- 
oughly cleaned stand out promi- 
nently, forming the words 


PRINTERS’ INK, 1888. 


By common consent. I think 
every one in the business to-day 
wll acknowledge that from the 


date of the first issue of the little 
Paper, a new spirit and a new life 
have come to the business. The 
rays of light which to-day guide 
the novice as well as the old 
campaigner along the stony path 
of progress, mark ot a way 
comparatively easy to what it was 
previous to 1888. The search-light 
from which these rays spring forth 
if traced back will lead the travel-r 
to that mark above referred to. 
Here is where the wall of darkness 
was penetrated. Here it that 


is 


the first ray of light was let in cn 
an inky darkness which’ served 
as a sh‘eld to hide the many evils 
which were common to the busi 


ness in those days. 


At the door of Printers’ INK 
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lies the charge that it has opened 
the eyes of the publishers to the 
conniverings of agents and of 
agents to the trickery of publish- 
ers. But the most serious charge 
to which it must plead guilty is 
that it opened to the eyes of busi- 
ness men, the men interested in 
advertising. the deception of both. 

How often have we heard a 
down-hearted agent declare that 
the business is not what it used 
to be, all because Printers’ INK 
gave away too many of the inside 
secrets. Before it was started how 
many advertisers knew they were 
getting all the insertions they 
paid for? How many publishers 
have you, my fellow’ business 
friends, heard condemn in vigorous 
language that little sheet, all be- 
cause of its “Heart to Heart” talks 
on the subject of circulation? 

To use the words of a prominent 
New York publisher at dinner the 
other night in the Waldorf-Astor- 
ia: “Who ever asked what your 
circulation was before PRINTERS’ 
INK was. started. Who, my 
friend, ever heard tell of the re- 
quest to prove one’s statement that 


they circulated so many copies: 
Who in all this world previous to 
the appearance of this paper ever 
heard of the value per line per 
thousand circulat‘ion? No one, my 
friend! No one! Printers’ INK 
is to blame for it all.” 

When we recall the first appear- 
ance of this little paper and re- 
member the words of commen- 
dation with which publishers greet- 
ed it, and compare those senti- 


ments with the preva'ling 
ones, we are apt to smile, 
and still smiling we are apt 


to say in the language of this 
latter day slang “that they wer" 
up against it and did not know it. 

“A bright little paper.” “The 
best publication received at this 
office.” “A long felt want in the 
publishing and advertising world.” 
““A paper which is voing to be of 
great benefit to publishers, adver 
tisers and advertising agents,” are 
a few of the phrases which ring 
down the hall of time s‘nce that 
day twelve vears ago when the 
first number of that little paper 
made its appearance from 10 
Spruce Street. 


It was not many years until 
a reaction set in. The d 
poison truth was slowly but s 
making itself felt. All classe 
unconsciously coming to feel 
the influence of its power. Never 
before has the statement *Trut 
mighty and must prevail” 
more or stood for greater ach 
ments. 

At first its circulation was 
fined to the advertising and 


lishing community. It was th 
talk of both. Then its circulat mn 
spread to those most interested in 
advertising, “the men who paid 
the bills.” They told their friends 
about it. Pretty soon they m 
menced to “get wise.” The first 
man to notice the change w the 
outside man or the solicitor. His 
customers were commencing to ask 


questions about things of wh 
thought they were totally 
Some asked him about c 


ign rant 





seal position and compar his 
paper to a rival, and then they 
took to comparing rates and in 
quiring about discounts. It dawn 
»d hi or: 1 allv hat ther 
ed upon him gradually that 
was an unseen power at rk, 
that the business was going 


through a new stage. Prett 
the business offices, especial] 
of the pore r papers, notice l 
change. The arguments of the pa 





per that has refu-ed to meet the 
demands of the new regi! ire 
futile, being based upon an un 
sound doctrine. It may fight < 


long time but in the end must give 

in. The mar who pays thi r 

tising bill will come out on t be 

cause he is the balance of power 

and he controls the situation 
What have been the result 

far of the labors of Pt: 


INK? A gradual agreement | 
publishers to please advert 

A sreater tendency than ever on 
the part of the publisher to give 


way to the advertiser. 

A gradual do‘ng away with ex 
cessively wide and_ excessively 
narrow column rules. 

A gradual adoption of a 13 em 
measure for newspapers. 

\ 5 x 8 inch page for mag 
zines. 

A 21% inch measure for weekly 
parers and 

A 2% inch measure for monthly, 
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farm, home and literary publica- 
tions The result—an immense 
saving to the advertiser in plates. 

In all publications a gradual do- 
ing away with old fogy restrictions 
regarding cuts, column rules, dis- 
play type, size of advertisements. 

A doing away with the old style 
rate cards and the gradual adop- 
ton of a flat rate. 

A demand for better printing 
and paper. 

And lastly, but not least: The 
advertiser has demanded when he 
buys advertising space that he has 
the right to know exactly what 
he is buying. That is, he must be 
told the truth about circulation. 
Not only must he be told the 
truth, but the truth as told him 
must be proved to his satisfaction 
to be the truth. 

And how have the publishers 
fared? They have been benefited 
according to their merits. That 
is, a good paper to-day is better off 
than years ago. To-dav it has a 
chance to demonstrate its value 
and a fair one at that. If a paper 
is really a good publicat’on for an 
advertiser to use, its price right, 
and its circulation honest, the 
truth will come out and no power 
on eartl f 








can stop that paper from 
securing plenty of business. The 
advertising of to-day has improved 
the papers in everv way. People 
look upon the advertising section 
with as much interest as they scan 
the literary pages. With the doing 
away of all oldt'me rules and 
forms which retarded papers there 
came to them a new life and the 
new blood. 

The best rules and regulations 
to use in building up a paper are 
the least possible. They should be 
few and like the laws of the 
Persians should be made to be 
obeyed and never to be broken. 

There is nothing an agent or an 
advertiser likes better than to 
know that thev are dealing with 
a paper having a rate which is the 
same to all. 

Because of these changes Amer- 
ican newspapers and magazines of 
to-day are better than they would 
have been had Printers’ INK never 
been born. More readers are se- 
cured, more copies are circulated 
and more money is made than 





would 
sible. 

To-day the advertiser, the agent 
and the publisher are nearer to 
gcther than they ever were before. 
The business of advertising is t 
day handled in a simpler and 
easier manner. 

For our daily paper we would 
never have the New York Journal 
of to-day if the rules of the ’80’s 
were still in vogue. In the maga 
zine world we would not have had 
McClure’s. In the big house 
hold monthlies we would not have 
the Ladies’ Home Journal. In the 
weekly class the Saturday Even- 
] Collier's Weekly 


wg Post or 
been impossible. 


have otherwise been pos 


would hav 

It is possible for the advertiser 
of to-day to reach 1,000,000 peo- 
ple each day, using either one daily, 
one weekly or one monthly at a 
cost of 40c. to $5.00 a line, thanks 
to the ease and facility with which 
business is at present conducted, 
and one sized cut can be used in 
all three mediums. Great is the 
progress which has been made. 

In drawing to a close these views 
of a young man who has been 
so lucky as to live during the dec- 
ade of progress just passed he 
wishes to recall to mind two re- 
marks made not long since by two 
men at present prominent in the 
advertising world. To all young 
men I would repeat Mr. Oscar 
Binner’s advice to his brother 
George: “Read this paper, Print- 
ERS’ INK, and you will wear 
diamonds.” The other remark 
made by Mr. F. 7. Gibson I would 
place at the end of this article 
in order that it mav be the last 
thing to catch the eye of every 
reader. It is the sum and _ sub- 
stance of this entire article con- 
densed into ten words: 

“American advertising is  fa- 
mous. PRINTERS’ INK has made 


it so. 
a 

‘ A DIFFERENCE. 

The hardest thing to pound into the 
ordinary man—and fully half the adver- 
tisers in the country seem not to have 
learned it—is that buying advertising 
space is not necessarily advertising. 
Real advertising is producing a favor- 
able effect by the use of that space and 
then so handling every detail as to turn 
all the effect so produced into sales. 
The skillful advertiser is always a skill- 
ful salesman.—Advertising Experience. 








CHARLES H. FULLER. 


The Dallas (Tex.) 
October 23d grew enthusiastic 
about Mr. Charles H. Fuller, and 
among other paragraphs printed 
those that follow: 

Mr. Fuller has been identified 
with the newspapers and the news- 
paper work of the rushing West- 
ern metropolis since 1871 and is 
now president of the Charles H. 
Fuller Advertising Company. He 
is tall, erect and broad-shouldered, 
and wears his mustache and im- 
perial after the style affected by 
the Blue Grass colonels. How- 
ever, he is a Pennsylvanian with 
Connecticut ancestry and moved 
to Illinois when a youngster. His 
brother was Adjutant General of 
Illinois under the famous war 
governor, Richard Yates, and his 
father was postmaster at Belve- 
dere during the term of Lincoln. 

When he made h’s start in the 
newspaper business he was so fort- 
unate in getting jobs that he had 
twelve on the Chicago Daily Mail 
at one time. That is to say, he 
had that many different things to 
do in the course of his daily labors. 
He would start out in the after- 
noon and get the street markets 
and the stock exchange and later 
do a turn in the business office for 
an hour or so. After that he 
would make a tour of the hotels 
sand get the arrivals and report 
people of note who registered. 
Then he would take a few assign- 
ments as a reporter and later on 
in the night he would go up to the 
compos‘ng room and assist in get- 
ting through the rush of sending 
the last forms to press. After the 
press started he would feed. the 
folder. This was in 1871, before 
the Chicago fire, which occurred 
in October of that year. 

During the next few years he 
devoted himself to general news- 
paper work and was _ assoc‘ated 
and acquainted with most of the 
newspaper men of that time who 
have made a place for themselves 
as the foremost publishers of the 
world, among whom were Joseph 
Medill, James W. Scott, Melville 
E. Stone, Victor F. Lawson, H. H. 
Kohlsaat and others. 

Mr. Fuller has a wealth of rem- 


News of 
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iniscences of the early days of 
Chicago’s recovery from the fire 
He kept the first set of books on 
the daily News and while there 
originated the idea of taking want 
ads over the telephone. Soon aft- 
ersit was put into operation the 
News had branch offices all over 
the city and used five phones in 
the office to receive advertisements. 

Having become thoroughly fa- 
miliar with the newspaper bus'- 
ness he started for himself in 1880, 


organizing the Charles H. Fuller 
Advertising Company. He was 
successful in that field and his 


post d now has offices in Chi- 
cago, Buffalo, New York and Lon- 
don. He says that during the pe- 
riod since that time the general 
bus:ness of the country has in- 
creased many folds in volume and 
with it the advertising business 
has gone ahead until it has assum- 
ed proportions surpassing the 
most sanguine expectations. To 
illustrate, he said that his company 
handled business amounting to 
$1,500,000 last year and during the 
first six months of 1900 it ran 
over a million dollars, and the 
year will greatly exceed 1809 in 
volume. It now has two accounts 
amounting to $600,000 annually. 
His success, he says, is due to an 
intimate knowledge of the business 
of publishing a newspaper in all 
its details and the rule which he 
has observed—to 
with the publisher and get th: 
service for the advertiser. 
In speaking of his trip “ Eu- 
rope and the progress of advertis- 
ing in Great Britain, he sa‘d that 
American ideas were taking hold 
over there, and while there were 
still some conservative publishers 
who would not allow “blocks,” as 
they term cuts, to run in their pa- 
pers and would set no advertise- 
ments double column and also ob- 
jected to increasing the size of the 
paper under any consideration, 
there were others who were adopt- 
ing the American style of display- 
ing ads, publishing cuts and mak- 
ing the paper as many pages as the 


aeal S rely 


» best 


crush of news and advertising 
matter demanded. 
as 





Foors rush in where wise advertisers 
fear to tread. 
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St.Paul Daily Globe 


CIRCULATION LAST WEEK 


Monday, Nov. 5, 17,675 Thursday, Nov. 8, - 21,200 

Tuesday, Nov. 6, 21,900 Friday, Nov.9, - - 18,350 

Wednesday, Nov. 7, 24,100 Saturday, Nov. 10, - 18,000 
Sunday, Nov. 4, - 21,400. 


(Acvertisers are reminded that the respective circulations of the 
wech-day and Sunday GLOBE are largely separate propositions, that of 
the Sunday being smaller in the rural parts than the week-day edition, 
and larger in St. Paul and nearby cities and towns.) 


THE PROOF IS READY. 


The GLonr’s circulation statement is not accompanied by an 
affidavit, and for the reason that few advertisers do not realize that 
any person who will make a wilfully fraudulent statement will 

éarcely scruple to swear to its accuracy. 

Instead of parading an affidavit, the GLOBE invites any one and 
every one interested to, at any time, make a full scrutiny of its circu- 
lation lists and records, and to visit its press and mailing depart 
ments to check and keep tab on the number of papers printed and 
the d sposition made of the same. 


THE ADVERTISER’S RIGHTS. 


The advertiser is clearly entitled to all the GLOBE offers—just 
as much so as is the buyer of any tangible commodity to the weigh- 
ing, counting or measuring of the same in his own or representative’s 
pre sence, 

Advertisers are being swindled every day in the year by 
fraudulent representation of advertising mediums, through the 
“circulation liar,” and no place more than right here in St. Paul. 
They have it easily within their power to effectively protect themselves 
by simple insisting upon having, in every case, fair and reasonable 
privileges; similar to those offered by the GLonpr. Obviously, the 
representations of any advertising medium declining to concede such 
privileges should receive grave “ consideration.” 


THE DAILY GLOBE, St. Paul, Minn. 


C. H. EDDY, WILLIAMS & LAWRENCE, 
1o*Spruce St., New York. 67 Washington St., Chicago. 
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GREAT 
PAPER 


Mr. McKinley has not been re 
elected and Mr. Bryan has not 
been defeated. There has been no 
choice of President. Even 
electors have not yet been chosen. 

Such an announcement as _ this 
may be somewhat disquieting, but 
it is literally and unqualifiedly true. 
It matters not that the two con- 
tending political parties regard the 


the 


contest as settled; that the stock 
brokers have taken the result for 
granted, and that the inevitable 


wheelbarrow bets are in process of 
payment all over the country. The 
election is by no means concluded. 

To be sure, 15,000,000 voters 
went to the polls and cast their 
ballots full five days ago, but these 


votes save not been duly counted 
and declared in any one of the 
forty-five States cf the Union. 
How, then, can we be so certain 
who received a majority? There ts 
positively no official information. 
All we have seen thus far is 
“mere newspaper talk,” and every 


cautious, long-faced citizen in the 
commun ‘ty will solemnly warn you 
you read 


not to “believe anything 
in the newspapers.’ 
Still, in spite of this familiar 


warning, the newspaper canvass of 
the votes has been accepted 
throughout the world as accurate 


while weeks. will 
the result will be 
and proclaimed —ac- 
forms of law by the 
regularly appointed officers of the 
various States. This is ample evi- 
dence of the credib:lity of the press 


and decis ve. 
elapse | 
ascertained 
cording to the 


‘fore 


and of the reliance of the public on 
the general veracity of its reports, 
When the first President was 


elected there were only two daily 


papers in the country, and they 
were not newspapers in our sense 
of the term. The President-elect 
therefore had to wait for the 
offic'al news of his election, and, 


he was not in- 
v two months 
March 4 


as a consequence, 
augurated unt] nearl 
after the appointed day, 


Now mark the contrast! There 
are more than 2,000 daily papers 
in the United States to-day, and 
the twenty-fourth President — re- 


ceived the news of his election by 
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8 o'clock in the even ng, and 
most before the polls had closed 
In some far away State s, whe 
the standard time is later than in 
Ohio. The newsnaper reports not 
only were the first to apprise | 
of his good fortune, but they 
main his sole means of infor 
tion on the subject. 

In no other way will Mr. M 
Kinley be notified that he has b 
chosen for a second term in 
Presidency, and when he drives 
to the capitol on the 4th of n 
March for the purpose of taking 
the oath of office his only kn 
edge of the election will be t t 
which he has gained from 
press. In other words the official 
notification has fallen into d ( 
since the advent of the modern 
new spaper, which is he ld to beg d 
enou gh for Presidents as well as 
for the people. 

The sale thus imposed upon the 
daily press is by no means a light 
one. That a most complex organ 
ization is required to collect 
returns from an _ electorate 1 
pollng places in some instances 
3.500 miles apart is obvious t \ 
one, but few can conceive of the 
elaborate arrangements and f 
ties which a paper like the B n 
Globe must have in order to meet 
this quadrenn‘al emergency it 
did last week. 

Leaving out of account the 
dreds of special correspond S 
stationed at all the principal 
ters in the country, the work of 
receiving and distributing the 5 
is a thing which outruns the 1- 
iwination For the transn 1 
of election reports the teleg n 
alone no longer suffices, and the 
Boston Globe was the first to ; rt 
a regular system of returns by 
telephone 

Dur ng the night followin ie 
recent election no less than 47 tele- 
graph and _ telephone operators 
were kept: busy in the Boston 
Globe office, and the Globe re- 
ceived through them and over all 
other wires the stupendous total of 
176.184 words 

To edit and collate this at 
mass of matter a large forces 5 
necessary in the editorial depart 
ment and a still greater force in 


the composing rooms. 































At such a time, however, the 
greatest strain is borne by the 
presses. The news could not be 
prepared for them until quite 2 
when four quadruple 
presses, one sextuple run as a 
quadruple, and another sextuple 
run at its full capacity, were set in 
motion. After three hours and 
twenty minutes of incessant opera 
tion, or at 5.20 in the morn- 
ing 358,000 Boston Globes 
had been printed, delivered in 
th mailing department and 
shipped to their destination — by 
snecial trains and delivery wagons. 
Still further demands brought the 
total morning edition up to 387.755 
copies of 12-page papers, a number 
unequaled in the records of the 
3oston Globe and which it would 
be impossible for any other news 
paper establishment in New Eng 
land to approach. 

\s those who saw the Boston 
Glo of Wednesday morning 
must have observe , that edition 
was no mere election sheet or 
dodger, but as complete a 12-page 
paper’as ever was published. Noth- 
ing was slighted. It was no one 
sided affair. There was something 
for every one. 

Its news of the voting not only 
sustained the reputation which the 
Joston Globe has achieved for ac- 
curate and prompt election results, 
but all the general news and the 
various features of domestic and 
social information, fiction, poetry 
and instruction, which have com- 
bined to make the Boston Globe 
the leader in New England jour- 

s and the favorite of the 
New England public, were — in- 
cluded in this great edit:on. 

Yet in spite of its scope and size 
the Boston Globe was enabled by 
its great facilities to print 387,755 
copies of its morning edition. This 
does not include the evening 
edition of Wednesday, which, 
added to the morning, brought the 
grand total for the entire day of 
November 7 up to the unprece 
dented figure of 513,465 12-page 
3oston Globes. 

This is by far the largest output 
of 12-page papers in the annals of 
the New England press. In that 


o'cl ck, 


one day 1,600 pounds of ink were 
Globe 


consumed in the Boston 
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pressroom and 96,250 pounds, or 
more than 48 tons, of white paper 


were devoured by the monster 
presses in printing these 513,465 
Gl »bes. 


How can an establishment rise 
to such an emergency or meet such 
demands? is a natural question. It 
can do it only by being trained 
and prepared for great occasions. 
For example, the Boston Globe 
has a pressroom containing more 
than 11,000 square feet of floor 
space, and four quadruple and two 
sextuple presses, equal to 28 single 
while in its composing 
department there are thirty-six 
Mergenthaler linotype machines. 

The enormous plant and equip- 
ment actually required by the Bos- 
ton Globe may be seen by a glance 
at the necessities regularly imposed 
upon it by the publication of the 
Boston Sunday Globe. On Satur 
day nights more than 300 men are 
actively employed in the Globe 
Building alone. This does not in 
clude the army of correspondents 
engaged in gathering news for the 

3oston Globe all over the country, 
but is merely the number of Globe 
employees under one roof of a 
Saturday night while the Sunday 
Globe is in preparation for the 
reading public. 

At that time the Boston Globe 
prints 250,000 copies of a 48-page 
paper, which entails a consumption 
of more than 190,000 pounds, or 95 
tons, of white paper and 3,000 
pounds of ink. Those 250,000 
Sunday Globes, containing 48 
pages each, are equal to 1,500,000 
8-page papers, of which number 
1,250,000 are printed after 6.30 
o'clock Saturday night. 

The Boston Globe is not only by long odds 
the largest consumer of white paper in New 
England, but only three other papers in the 
United States consume as much. More than 
twelve acres of spruce trees are required every 
week for the pulp necessary to supply the 
paper on which the Boston Susday Globe is 
printed. 

If there is a vein of boastfulness running 
through the fabric of this little story it is be- 
cause the swelling theme of the marvelous 
growth of the modern newspaper made it una- 
voidable. 

3ut if there is anything invidious in this 
brief review it is wholly unintentional. The 
Soston Globe has expanded in its own chosen 
field, without stifling or crowding out any other 
newspaper, and now as ever it wishes all its 
contemporaries a full measure of progress and 
prosperity. — Uncle Dudley, in the Boston 
Sunday Globe, Nov. 11, 1900. 
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A WIZARD OF WORK. 


Under the foregoing title Mr. 


Artemas Ward receives the fol- 
lowing compliments in a_ recent 
number of the New England 
Grocer: 

Recently I paid a visit to the 
office of Enoch Morgan's Sons 


Company, where I again met the 
most marvelous man, perhaps, the 
city of New York contains. That 
city has been famous for its Na- 
poleons of finance, for its princes 
of industry, but it is more than 
doubtful if any or all of them to- 
gether have shown such tireless, 


resistless energy, such mental 
grasp, and given such exhibition 


of pluck as the coming colossus 
of commerce, Artemas Ward, for 
if he keeps on there is no telling 
what he will do. 
As is generally known in the 
grocery trade, he has been man- 
ager of the Sapolio Company for 
some seventeen years, and during 
that period the flood of opposing 
low priced articles has been simply 


legion, their principal hope for 
success being based on their claim 
to be “cheap” goods. However, 
Mr. Ward has ever exemplified 


the force of the popular phrase, 
“When you have got a good thing 
push it along.”’ Having faith in the 
superiority of Sapolio, he has been 
undeterred by all this opposition 
and has placed it far beyond any 
or all of its competitors. Even 
the Enoch Morgan Company have 
been astonished at their success. 
Mr. Ward is the acknowledged 
genius of American enterprise in 
advertising, for be it known that 
he is the editor- and publisher 
(under the firm name of Ward & 
Gow) of the brightest of all the 
bright jou-nals in that department 
of commercial literature, Fame. 
His departure in that direction 
was cons‘dered simply suicidal, as 
that field was thought to be so 
thoroughly covered. 

Those two occupations would 
be sufficient to paralyze the mind 
of most men. Not so Artemas 
Ward, for added to that business 
are his advertising contracts, cover- 
ing 14,000 street cars as well as 
the absolute control of the adver 
tising of the New York and 
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again under the firm name 
Ward & Gow. 
I paid a visit to the offices 


Ward & Gow, occupying a whi 


Brooklyn elevated railways. Th 


floor, sixteen rooms, in one of t] 


finest office buildings in that n 
tropolis, the Lincoln 


Fourteenth street and Uni 
Square. Here are their priv 
and public offices. You find « 


filled with stenographers, anot! 
with “ad” writers, another w 
artists, another with engrave 


designers, etc., and one containit 


the most unique art gallery of 
vertising. The rest are fitted v 


file copies of the newspapers w 


whom they do_ business. 
Ward gives this his personal 
tention every day. 

Now many persons would tl 
that he had reached the limit 
any business man to control, 
all this is merely a_ bagatelle 
what he has in kand in connect 
with the Munn Patent Envel 


enterprise, of which Mr. Ward. 


the president and Mr. Gow 
treasurer. 

One of the finest factory bu 
ings in New York has 1 
erected for them on Mulb 
street, containing six stories 
basement. Not deeming the 
vators sufficiently strong, 
were torn out and new ones 
The building is a handsome, 1 
sive structure, with a Corliss 
gine, dynamo, etc.,in the baset 

Only last December the 
was really started and _ to-d 
marvel as you please—this firt 
turn ng out more envelopes 
any other single factoryin the | 
ted States. The amount is milli 
daily, and as soon as more 
chines are completed they will « 
ploy 500 people. Their first 5 
business is bound to run cons 
ably over the million mark 

They built their own macl 
and have the most completé 
up-to-date machine shonin 
whole city. Everything is th 
that money could buy. They 
ploy the most expert mec] 
and in all departments. skill 
efficiency is the desideratum 
“cheap” help. 

Surely you think that is en 
Oh, no. Artemas Ward is no 
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practical owner of an invention 
called “Sparklets.” This is a me- 
thod of making your own mineral 
water, whether on the ocean, out 
camping or anywhere else. It 
necessary to have a bottle with < 
metal top. The “Sparklets’ are 
contained in a metal capsule and 
placed in this bottle having a 
needle-pointed attachment which 
pierces the capsule and the car- 
bonic gas is shot into the liquid. 

Now have we reached the limit 
of his activity? Not yet. Mr. 
Ward heavily interested in a 
new fabric for underwear that is 
bound to be a “winner,” called 
“Koated Silk.” The garments are 
cotton, with an inside coating of 
raw silk 

Most of vou have heard of the 
wonderful burden that Ward & 
Gow lifted off the owners of the 
Standard Dictionary, when they 
not only guaranteed to sell an en- 
tire edition, but I think made an- 
other necessary. ; 

Mr. Ward is also the owner ot 
a couple of farms in the neighbor- 
hood of that city,one of which was 


is 


is 


the homestead of his ancestor, 
Gen. Artemas Ward, of Revolu- 
tionary fame, which takes no little 


But with all this 
enjoy life to the 
limit and there is nothing of the 
business anchorite about him. 

I don’t know who were his pa- 
rents or where he was born, and 
care less. He’s a six-footer (I 
should think), finely developed, 
and as straight in pose as a West 
Point cadet, though moving with 
the freedom and ease of a trained 
athlete. I have seen him bound up 
the stairs clearing three steps at a 
time, which not common with 
men over fifty. His eye is keen, 
clear and penetrating. He can see 
through any sham or pretense like 
an X-ray machine. He is aggress- 
ive in business, positive and as- 
sertive in manner, but not in- 
vasive of other’s rights and privi- 
leges or opinions. In his vast cor- 
respondence with the host of trav- 
eling men, his kindly encourage- 
ment and consideration inspires 
them to do their.level best. 

His word, however, is as good 
his bond, which explains the 
which he is held by the 


of his attention. 
he appears to 


is 


as 


esteem in 
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first financiers of the greatest city 
of the Western world. His intel 
lect appears to work with auto 
matic precision in duplex systems. 
His rapid reasoning, coupled with 
natural intuition, are both mar- 
velous in their accuracy. In short, 
Artemas Ward is a_ human 
dynamo tremendous power. 
++ 
A PUZZLE WINDOW. 

“One of the ideas that has attracted 
more attention to my windows than 
anything else was a display in the 
form of a puzzle. I did not offer any 
prize for the solution of the nuzzle, 
still the crowds in front of the win- 
dows seemed to enjoy trying to solve 
it, just the same. I have had a number 
of people come in to ask the solution, 
and in giving the answer I had my 
clerks follow up the lead and try to 
push a sale, as a good chance always 
presented itself. In one of these 
trims I had the ~riadow filled with 
ladies’ waists, one of which was a $12 
garment, made to order by a fashiona- 
ble Chicago dressmaker. The otners 
we were selling for $6. Few people 
actually picked out the expe sive gar- 
ment. This set people to talking and 
comparing notes, and many a sale was 
directly traceable to this display. In 
our men’s furnistfing department I 
had a similar trim made up of shirts, 
collars and hats. We put a $5 stand- 
ard made hat in the window along 
with $3 qualities of the same style. 
It took an expert to guess right. The 
puzzle window has proved good. It 
stimulates interest to a remarkable ex- 
tent.”—Chicago Dry Goods Reporter. 
tee - 

A COMPARISON. 

The first money spent in advertising 
a general article is like a pier under 
water upon which a structure is to be 
raised. The pier is not seen, but 
it is there, and it is indispensable.— 
Advisor. 
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MY SITUATION 


WITH Charles B. Cu. was obtained 
ba me by Burdett College y? Actual Business 
and Shorthand—Jennie A. Leitch, Somerville. 
Write to BURDETT COLLEGE, 694 W: ge 
ton st., Boston, for prospectus. 





A Boston business college has 
started an aggressive advertising 
campaign. A dozen or small 
ads are among 
the help and situations wanted 
ads Sundays and week days. 
On account of their positions, 
these ads reach the eyes of exact- 
ly the class of people from which 
the school’s pations are drawn. 
As will be seen by the reproduced 
specimen, the college ad offers a 
telling argument 


so 
scattered 
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A NEW ELECTRIC LIGHT 
ERA. 


What promises to be one of the 
most »ractical inventions in con- 
nection with electric lighting was 
demonstrated to members of the 
Tuesday at the show- 
rooms of the Electric Lighting 
Boards, Limited. That it will be 
exceptionally useful to many ad 
vertisers there can be no doubt. 
The main difference between this 
and previous styles of electric 
lighting is that with other styles 
. of lighting the lights are fixed, but 
with this the lights can be shifted 
from one spot to another when 
and as often as desired. One form 
of this new style, and, perhaps, the 
one most useful to advertisers, is a 
board. You can have one of these 
boards measuring anything up to 
16 feet by 4o feet, outside your 
a fixture in 
moved 


press last 


premises. It can be 
one place, or it can be 
about to any spot required, all that 
is necessary being that it is con 
nected with the electric light wire 
at one corner. This board is to 
all appearance an ordinary piece 
of wood. The only other thing 
necessary to secure a_ brilliant 
illumination is a number of electric 
light Lulbs, each being fitted with 
two spikes attached to its 
You press these into the 
board in any part you like, and, 
heigh presto! you have your light 
You can fix in any number of 
lamps, and in any pattern or com 
bination. One hour you can have 
up an announcement that you sell 
boots at another hour you 
can rearrange the lamps to notify 
that a hat sale is proceeding or 


base. 


spikes 
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ADVERTISING MANAGER, 


INDIANAPOLIS 


DEAR SIR 


The large display space we use 
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anything else you want to mak 


known. As an instance of the 
use, take a provincial theater 
where there is a new compat 
every week. Every week it h 
been the practice to have 
electric engineer at great expen 
to take down one name and p 
up the next. With this new 


paratus all that is necessary is f 
one of the staff to take out tl! 
lights and rearrange them as tl 
new name. Inaddition to these sla))s 
or boards, which can be applied 
as tabletops or bottoms of sho 
cases and endless other uses, t] 
company supplies strips and cabl 
The strips you can run up t 
walls and along the ceilings, inside 
the division of the shop windoy 
ete., and you can from time to 
time just stick in the lamps 
wherever convenient and where 
quired for particular effects. The 
cables are useful, principally for 
temporary use, for  decorati 
and other purposes, and can 
carried through a building or f 
tooned across a street with lamps 
stuck in just where you like. 
invention has a great future before 
it—Advertisers’ Review. 
AES aetna 
DIFFERENT CLASSES. 
People living in large cities usu 
have more reading matter and less time 
to read than people living in small towns. 
Consequently small ads in large city 
dailies receive but scant notice. On the 
other hand, people living in small places 
have abundance of time and read their 
papers more closely than do their city 
neighbors. Therefore a 1 


e 





small ad in 


papers that reach this class of people 
frequently bring the same results as a 
much larger ad. Large space is all 
right in metropolitan dailies for city 
trade, but in cheap monthlies and week 
lies, in many cases, simply waste of 


money.—Mail Order Journal. 
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daily in THE 


Press tells the story of how we regard THE PrEss as an adver- 


tising medium. 


It is impossible to fully succeed in business 


in Indianapolis without using THE PREss. 


Very truly yours, 


THE Wn. H 


Bock Co., Department Store. 


PERRY LUKENS, Jk., Eastern Representative, Tribune Bldg., N. Y. 
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Mr. Arthur E. Swett of the 
Omaha Building, Chicago, pub- 
lishes a periodical called Adver- 
tising for the Mail Order Trade 
From the initial (October) issue 


Printers’ INK clips the following 
interesting ideas and suggestions: 








This getting rich quick and having 
money simply flow into your pockets 
by being “‘Your Own Boss” makes nice 
reading, but poor tangible quantity. 
The greater part of the “Be Your Own 
Boss” investments require a dear and 

ipa to furnish board and room 

u are being your own boss. 

rather be bossed than be boss 

over thing to boss. That’s what a 

good many are boss over—excepting 
of course, who own a cat. 

greater per cent of mail dealers 





men who are engaged in other pur- 
conducting a mail order business 
“side issue.”” The business con- 
s way often becomes a “‘good 
its promoter. Take a man 
drawing a_ regular. salary 
from an outside source, and his chances 
of success are 10 to 1 against that man 
who jumps in with a small capital, en 
to live off of the income of 
ss over which he is boss. I 
ays believed in never throw- 








“sure thing” until another 
< was secured. 
can start this month with a 
ticles, but next month with two 
better hold off a month. Don’t 
zy to get into business. Keep 
ill pay you. 
were “green at the Business,” 
take the selection of ad medi- 
self. I’d hire a se nsible, hon- 


need man of the business to 
that for me. And I'd save 





lot of thinking before buying. 
never buy an article until I 

oled off” on it, so to speak. 
ich a thing as a man getting 











ut things and making a fool 
ds shall I handle? Don’t 
juestion, my friends, It’s 
king a man if your sweet- 
you. It’s for you to de 

it out yourself. One 
iin, you will sell best, push 
things you like best. You 
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might ask me what to sell. I 
tell you plows or threshers. 


might 
Forthwith 


you would say: Shoot, I want to sell 
puzzles. Then sell puzzles, if you 
think, sleep and talk puzzles. There is 


a whole lot of them, and plenty of room 


in their sale for activity. One man 
leans to notions. He just feels it in 
his bones he could “‘make them go.” 
I say go ahead. Don’t try to squeeze 
into square holes, ye round men. Re- 
member, you will do best that which 
you like best. There are plenty of 
goods to sell. Something for any and 
every man. 

There is lots of money lost in adver 
tising by “‘plunging,” but there is more 


lost by not knowing enough to plunge. 
To feel your w ay carefully is au right 
at first, but after you have found that 
your proposition is a winner do not 
hesitate to stake your last dollar on it. 
Don’t get in a rush! If you pay 
your expenses for a year or so, shake 
hands with yourself and say—good! 
The mail order business affords an 
excellent opportunity for the “small 
man.” No combination of capital can 
freeze him out. If his advertising is 
managed rightly, he can get as much 
business, in proportion to the advertis 
ing he does, as his largest competitor. 
The chances of developing his business 
are excellent. The man who is in the 
mail order business, or intends to make 


a start in it, should consider himself 
fortunate. 
“Follow the papers that carry the 


most advertising similar to yours,”’ is a 
pretty safe rule. As about one-half of 
the circulation of most mail order medi 
ums consists of sample copies sent to 
addresses of persons who have bought 
goods by mail, it follows naturally, that 
the publisher, in selecting his addresses 
to sample copy will be guided by the 
character of the announcements carried 
by the majority of his adverticers. If 
he has an unusual ount of agents’ 
advertising, ne will use a large number 
of addresses of agents, if he has sev 





eral columns of medical ads, he will 
sample copy more medical addresses, 
and so on. The advertiser in placing 


his advertising should be 
this to a great extent. 
Unless you are prepared to stand for 


guided by 


three months’ advertisine better not ad 
vertise at all. Three months’ advertis 
ing will usually show a profit on the 


whole amount invested, while the first 
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month’s proposition, taken by itself, is 
usually a loss. 

There ought to be room in the mail 
order field for a lawyer who will give 
legal advice on any question, by mail, 
since there are many people throughout 
the country in need of such, but wh 
dislike to consult their local attorney. 
To advertise to give a legal opinion on 
any question for $1.00, ought to send 
a large number of dollar bills in his 
direction. 

Every once in a _ while somebody 
writes an article about the mail order 
monthlies and the way they are gotten 
up. They want to know why publishers 
do not make more of an effort to get 
out an artistic publication—use heavy 
book paper—half-tone illustrati ns, lith- 
ographed covers and things of that 
kind. It is only by getting these mail 
order monthlies up in cheap form that 
publishers can afford to give any 
ie res near the circulation they do, for 
the price. To maintain a big circula 
tion takes a lot of money. If they 
spent more for the things mentioned 
above, they would have to get more for 
their advertising space and the adver- 
tiser would have to stand it. What the 
advertiser wants is paper that brings 


results, regardless of the fact whether 
it is “high class,” “‘low class” or what 
class. There is more than one publish- 
er who has tried to get up a “high 
class” mail order paper and made a 
frost of it. Circulation and lots of it 
is what makes a paper a good mail order 


medium, 

If you’ve got a cure for the head 
ache or the toothache, and are thinking 
of building up a mail order business 
with it, don’t try it. People buy ar 
ticles of that kind only when they need 
them, and then they haven’t time to 
order by mail, but will get them at the 
nearest drug store. The only medicines 
that can be successfully advertiscd for 
a mail order trade are those curing 
diseases which the ordinary country 
doctor is unable to handle—such as kid 
ney disease, piles, liver complaint, etc. 
The prevailing method of advertising 
medicine is to send sample or trial 
treatment free. This onens up a cor 
respondence with the patient, and if 
handled right a good proportion of sales 
will result, provided, of course, the 
medicine is satisfactory. 
nan al 

The National Cloak Co., Jadies’ 
tailors, of 119-121 West 23d st., 
New York. are the largest adver- 
tisers in this line in the United 
States. They use full pages in 
nearly all of the magazines and 
from one to two columns in the 





Ladies’ Home Journal, Youth's 
Companion, etc. They mail hun- 
dreds of catalogues and big 


batches of samples every day in 
the year, and along in the same 
mail they send under two-cent 
postage a personal letter to each 
inquirer, which they consider the 


INK. 





strongest feature in their follow- 
up system. This letter is signed 
by a lady who is suppcsea to give 
her personal attention to orders 
received from a certain territory. 
In reply to a request for samples 
from Georgia, for instance, this 
letter was seut out: 

Dear MapamM: Replying to your re- 
quest for our catalogue and samples, 
we take pleasure in sending them to 
you to-day in separate envelopes. They 
will no doubt reach you shortly after 
you get this letter. 

In my position with the National 
Cloak Company I have personal charge 
and give personal attention to all let- 
ters and orders received from Georgia. 
This is my third season in that capacity 
and I am thoroughly equipped to look 
after your interests. There is, of 
course, no charge for anything I do for 
you, and I shall be happy to nber 
you among those to whom I can be of 
service. 

Write me about ny special samples 
you desire ; abo’ t any particular style 
of garment which you fancy; about any 
information you wish. I shall be glad 
to attend to these things ior you. We 
carry an immense assortment of clothes 
and a line from you on the inclosed 
postal will bring you any samples you 
wish - 

When your order is received I 
will give it my personal attention; will 
see that your wishes are carried out; 
that you get your garment exactly as 
you want it and when you want it. 
Please notice our reduced of- 
fers; you can now 
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secure enuine 
bargain and I would suggest that you 
tell your friends about the sale. We 
can now fill orders for either cloth or 
wash suits in two davs when necessary. 

If either the catalogue or samples 
are not what you wish, please let me 
know. We desire you as a permanent 
customer, and I shall do everything 
possible ‘to make your dealings with 
us pleasant and satisfactory. 


Sincerely yours, Kate D. WerneER. 


The close student of the mail- 
order business will find a whole 
lot in this letter that is good. 


In the first place the inquirer will 
feel more at home dealing with 
a woman. She can write things 
to Miss Kate D. Werner that 
she would not care to say to a 
man. Then Miss Werner tells 
her she gives personal attention 
to the orders received from the 
immediate territory where the 
inquirer is located. This is cal- 
culatéd to inspire confidence. I 
talked with several customers of 
the National Cloak Company in 
the South, and they were greatly 
pleased with the way “Miss 
Werner” filled their orders. It 
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would not be a bad idea for ev- 
ery mail-order concern dealing 
with women to adopt a plan sim- 
ilar to that shown in the letter 
quoted S. E. M. 


A mail order man to whom the 
foregoing article was shown said: 

I don’t believe in it. If the firm really has 
a lady correspondent for each State, those cor- 
respondents have an excellent opportunity to 
go into business for themselves, using the 
names secured through their present position, 
just as the ordinary or traveling salesman often 
does. If, however, those names of correspond- 
ents are only names, I also object to it, on the 
contention that the concern is merging its 





identity into those names, always a bad prin- 
ciple of business. 
THE j. C. o AY ER CO. 
At a meeting of the board of di- 


rectors of the J. C. Ayer Company, 
held in Boston yesterday at noon, the 
resignation of Alfred E. Rose as gen 
eral manager and treasurer of that 
company was presented and accepted. 

All of the Citizen’s readers are prob 
ably acquainted with the familiar fig 
ure of Mr. Rose and his elegant out- 
fits passing through our streets. No 
man, in many years at least, has come 
to our city who has made such a 
marked impression upon it. Since his 
residence here he has taken a most act- 
ive part in all the duties that belong 
to citizenship, and, it may truly be 


added, to good fellowship, also. 
Mr. Rose has always been ready to 
contribute generously to all good en 


terprises, and many a suffering family 
has been quietly aided, while all of our 
larger charitable institutions have re- 
ceived help. Mr. Rose has also always 
been ready to respond to numerous calls 
in the way of addreses and orations, 
and those who have ever had the pleas- 
ure of listening to him have been 
greatly impressed with his natural 
ability in this line. 

For some past Mr. Rose has had un- 
der consideration a very fine offer 
which would take him to his old home, 
New York City. He has been unable 
to complete negotiations with these par- 
ties, because he was under contract 
with the company here. Therefore his 
resignation was tendered, which now 
leaves him free to complete arrange 
ments. 

_Upon learning of his resignation the 
Citizen tried to interview Mr. Rose, 
but found he had been in New York 
for some time and would be there for 
some days to come. 

The citizens of Lowell, and the 
newspaper fraternity especially, will re- 
gret the loss of so courteous and _ pol- 
ished a gentleman as Mr. Rose. 

At the same meeting of the board of 
directors Dr. Charles H. Stowell was 
elected to fill the place made vacant by 
the resignation of Mr. Rose. 

Dr. Stowell has been in this city for 
two and a half years and has been act- 
ive in religious work here. He is be- 
tween forty-five and fifty years of age, 
and he received his literary education 
at old Genesee College, now known as 
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Syracuse University. He was gradu 
ated from the medical department of 
the University of Michigan in 1872,and 
after practicing medicine for three 
years in Syracuse, N. Y., was recalled 
to his alma mater to fill a professor 
ship, where he remained for thirteen 
years. During this time Dr. Stowell 
held three professorships, one each in 
the medical, literary and law depart- 
ments. In 1888 he resigned these posi 
tions to engage in the practice of a 
specialty in the city of Washington, D 
C. During all these years Dr. Stowell 
has been writing a number of books 
until now he has ten or twelve on the 
market, devoted to various scientific 
subjects, such as _ physiology, micro 
scopy and pathology. These books have 
been extensively used as text-boks, and 
are so known to-day. Probably Dr. 
Stowell’s best-known books are com- 
prised in the “‘Health Series” on pee 
ology. There are five of these books, 
and some of them had a very large sale 
one reaching to over a quarter of a 
million copies. 

For some years before coming here, 
and since his residence here, Dr. Sto 
well has been especially concerned in 
writing acsumeon for proprietary medi 
cine houses and in doing other work 
allied to this. 

Dr. Stowell is most approachable in 
every way, and members of the news- 
paper fraternity will find that they al- 
ways feel better after calling upon him. 
He receives his callers in a courteous 
and pleasant manner. 

The keys of the office were turned 
over to Dr. Stowell this morning by Mr. 
Jacob Rogers, who in his usual court- 














eous manner introduced the doctor to 
po various heads of departments.- 
Morning Citizen, Oct. 4. 
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THE SUNDAY NEWSPAPER. 


The Sunday newspaper was the 
first to show a radical departure 
from old methods. It influenced 
the evening, and together they have 
had a marked effect upon the 
morning editions. Much of the so- 
called “yellowness” first display- 
ed itself on Sunday. To Morrill 
Goddard belongs the chief credit, 
or responsibility, of the modern 
Sunday newspaper. For years he 
has been known as “ the father of 
the Sunday newspaper,” and he 
Las now reached the advanced age 
of thirty-three. He comes of a 
good Ma‘ne family, was graduated 
from Dartmouth when he was 
twenty, and entered upon news- 
paper work on the New York 
World. At twenty-five he was 
placed in charge of the Sunday 
edition, and free swing was given 
to him. It is Mr. Pulitzer’s policy 
to ask certain results of editors, 
and then give full authority. 

Mr. Goddard was the first man 
to make the Sunday edition a 
separate entity. Theretofore it 
had ben under the care of a so- 
called Sunday editor. working 
under the direction of a _ busy 
managing editor, who had little 
time to give to it. Artists and 
writers in the city department fur- 
nished matter for the Sunday 
editor—when they had time. 

The first thing Mr. Goddard did 
was to organize his own staff of 
artists, writers, and assistant ed- 
itors, who worked for him ex- 
clusively. He made up his mind 
that the Sunday newspapers were 
not interesting, and it was his 
business to make them so. Ina 
little time he had the whole estab- 
lishment in a turmoil. The cables 
sang with messages to Mr. Pulitz- 
er, then in Paris, warning him that 
“this young man is ruining your 
property.” 

By way of beginning, Mr. God- 
dard printed a page picture of a 
wonderful monkey in Central 
Park. Up to that time two and 
three column cuts were about the 
limit of size, and the page drawing 
was a novelty. It was not long 
before Mr. Goddard was printing 
double page illustrations. There 
were big, smashing headlines, too, 
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and stirring articles about things 


that had never before been de- 
scribed in newspapers. It ide 
the judicious grieve and the con- 


servative rage, but the circulation 


mounted upward by ten and fifteen 
thousand copies a week. In five 
years Mr. Goddard had increased 


the sales of the Sunday /Vorld 
from two hundred to six hundred 
thousand copies. Then he left the 
World to take a similar position 
on the Journal, and in three years 
he built up the circulation of its 
Sunday edition from one hundred 
to six hundred thousand copix 
During his régime the maga- 
zine idea has been introduced into 


the Sunday newspaper. he 
comic supplements alone are es- 
timated to have increased the cir- 
culation of those Sunday editions 


which carry them by fifty thou- 


sand a week. The colored illus- 
trations and the half-tones were 
other important innovations, al- 
though the wisest “circulation 


sharps” say they cannot trace any 
increased sales to them. 

These colored supplements go to 
press about three weeks in ad- 
vance of the date of issue. The 
black and white supplement, with 
the exception of one sect i 
printed two weeks in advance, 
and yet the rush in the Sunday 


n, 1S 


department is often as great as 
in the editorial rooms of the 
dailies.—Munsey’s Magazine 

- > 
THE COMPETITOR’S CHANCE. 
There is no trade so settled but a 
vigorous competitor may take away 
by advertising.—Pacific Coast Adver 
tising. 

——— = 





Grammar School of Racine College 


Aschool to which careful parents may entrust 
their sons. Positive moral and social train- 
ing. Young lads carefully educated until 
reatly forany Eastern or Western — 
s on the 













sity. Beautiful grounds of go acre 

shores of Lake Michigan. Nearly so years 

of successful work. Send for prospectus 
‘Racine, Wis. 


REV. HENRY D. ROBINSON, A. M., Warden, 
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LECTION. RESULTS! 


SNA. 5 


This Ticket was Elected by the 
Largest Majority ever given by the 











People. 


For Breakfast, 


RALSTON BREAKFAST FOOD. 





Por Dinner, 
RALSTON HOMINY GRITS. 
ees 


RALSTON BARLEY FOOD. 


For Every Meal, 


“BRAIN BREAD.” 
MADE FROM PURINA HEALTH FLOUR. 


For Pancakes 
PURINA PANKAKE FLOUR. 
iene sae 


RALSTON HEALTH OATS. 


For Health, 


RALSTON PURINA GOODS 


AT ALL TIMES 


For Pure Foods. 


THIS STORE IS FAMOUS. 


OE 





Remember, the Health Campaign is always on, and 
the products of Purina Mills,“Where Purity is Para- 
mount,” St. Louis, Mo., always win. 


THIS SHEET, GREATLY REDUCED HERE, WAS USED ON ELECTION DAY IN ST, LOUIS, 





THE TWO FLAG LAWS. Illinois. The New York statute makes 
Numerous individuals and societies it a misdemeanor to place “any in 
have been beseeching Congress and the scription, design, device, symbol, name, 
various State legislatures to adopt leg- advertisement, words, characters, marks 
islation which would make it a penal or notice whatever upon any flag.”’ The 
offense to use the flag in any manner Illinois statute goes somewhat farther 
for business or advertising "purposes and attempt to protect not only the flag 
They have not succeeded with Congress itself, but also “any drawing, litho 
as yet, but some State legislatures have graph, engraving, daguerreotype, photo 
been inducea to adopt the measure. graph or likeness of the national flag or 
Among these States are New York and emblem.”—-N. Y¥. Journal of Commerce. 
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BRIGHT SAYINGS. 


Printers’ Ink solicits marked copies of print- 
ed advertisements in which ‘bright say- 
ings,” terse and epigrammatic expressions, 
appear. There are many of them, and some 
of them are very good. 


Tastes good, is good. 

Wuen you drink drink Trimble. 

WINTER suits are smiling a welcome. 

SucH a coat as it is a joy to slip into. 

From the following quotations select 
your financial fancy. 

BrinG your best $20 expectations and 
gratify them for $15. 

Ir will make a good bread and more 
of it than any other brand. 

Tue name of C. E. Osgood is synony- 
mous with good home furnishings. 

“Tue good goods store’ is the 
we heard ourselves described the 
day. 

WE are talking “through our hats.” 
In other words, we are letting our hats 
talk for us. 

A BUG in your ear: 
overcoat until you have 
mense stock. 

BrinGc in your legs and you'll feel 
proud of them covered with a pair of 
these $7 trousers. 

Ir you are looking for 
priced clothing you can ride 
death at our store. 

We'rE the same as 
tailors until it comes to 
where we fall down. 


way 
other 


buy an 
our im 


Don’t 
seen 


really low 
dollar t 


high- c lass 
That’s 


any 
“profit. 


Any man who misses this sale might 
as wel! light his cigar with a $10 bill 
and call it economy. 

In advertising, all the eloquence that 
counts is—price. We found it so 
that’s why we stick to it. 

AT each price we show a variety of 
styles. very rise in price shows its 


poe in honest work. 

Aways think of this store as the on 
most likely to have what you want 
We'll get it if it’s to be had. 

Our tailors are clothing sculptors wh« 
shape and mold everv piece of material 
until the finished garment is a wor 
art. 


oO 


THE same people who came before are 
coming again to buy. No better proof 
of the advantage of trading here is nec 


essary. 

PERHAPS you want a little of every 
thing—maybe only a collar button. Glac 
to see you if you only want to pay your 


respects. 

NEVER mind how or why we do these 
extraordinary things occasionally—that 
we do them and that you benefit thereby 
is enough. 


THERE was a time when the worst 
efforts of the merchant tailor were su 
perior to the best of ready made. That 
time is past. . 

Tuey fit. They wear. They hold 
their shape. They fairly bristle with 
style. They are made of the best ma 
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terial obtainable. They are cut a 


ing to the latest designs. They are 
made absolutely right inside and out— 
no hit or miss policy, but right in every 
way. 

TaLK about sentiment! There's a 
poem in every whiff. Music! There are 
symphonies from dreamland in every 
wreath of smoke that comes from the 
Sweet Violet Cigar. Perfume! There’s 
aromatic fragrance in every nook and 
corner of the room it permeates that 
any good wife will not object to. 

TuIs is a day of imitation. Do you 


know of any high-grade article that is 
not counterfeited? Look for yourself 
and observe the many brewers w imi 
tate the Pabst trade-mark, foll the 
Pabst style of label, and adopt the Pabst 
shape of bottle. Every bottle of the 


genuine Pabst Milwaukee beer bears the 


























trade-mark, Pabst-Milwaukee, in a red 
circle. Do not accept any other 

A MILLION of the best families in 
America are using Pabst Milwaukee 
bottle beer as their favorite table bev 
erage. Why? Because in Pabst beer 
onlv the choicest materials are used 
and, above all, it is cleanly made. Such 
essential features are worthy of your 
consideration. You have our guaranty 
of quality and absolute purity; may we 
anticipate from you a trial order? 

Tue beer that causes biliousness is 
“green beer’’—insufficiently aged. It is 
hurried from the brewery to the mar 
ket before it is half fermented. Drink 
it and it ferments in your stomach, and 
the result is biliousness and headache 
No green beer ever leaves the Schlitz 
brewery. Schlitz beer is mever mar- 
keted until thoroughly fermented. If 
you wish to be certain of an aged beer 
get Schlitz beer, and you'll get a pure 
beer, too. 

CaEsAR made it the one rule of his 
life to be always in advance of his 
enemies, so as to meet them battle 
when they least expected it. This was 
the secret of his great success. He led 
his age by always being in advance of 
it. This rule is true to-day in every 
business calling. The man who leads is 
usually the man of courage It is cour 
age that is the only qual lity net 
nine men out of ten. ge 
and you increase fourfold your 
of success. Exercise your < 
ment; rely on your own cx i 
keep a tolerably clear head; and 
be afraid! 

Don’t imagine that hardwood floors 
are all alike. Quite the contrary. Some 
never look well at first, but soon give 
out because not honestly made. Others 
look weil at first and continue to look 
well because they are honestly made 
We guarantee our floors against all de- 
fects that may ever arise f faulty 
material or workmanship, and our guar 
antee is good. We can satisfy you on 
this point. We could not afford to d 
this unless we did our work ll. All 
we ask is that the floors have reason 
able care. We furnish wax and brushes 
for keeping floors in order We will 
tell you all -_: these things if you 
will write us. Catalogue free 


























NOTES. 


THE proprietors of Sargent’s Gem 
Food Chopper advertise that “it won't 
chon wood.’ 


THE office (pro_ tem) of the English 
Advertisers’ Association is 74-76 Great 
Queen street, London, W. C. 

Tue Boston Traveler is giving away 
some fine presents to patrons of its 
want columns. The last one announced 
was a bust of Shakespeare. 


“Vartous Views of Agricultural 
Mediums,” in Profitable Advertising 
(Boston) for November, discusses the 
subject from both the publishers’ and 
advertisers’ standpoint, in letters from 
both sides. 


Tue Medical World (Philadelphia) is 
sending out a series of circulars that 
are probably better than any a medical 
journal has ever sent out. An adver- 
tiser who feels interested should ask fo 
copies of them. 


Tue number of advertising trade pub 
lications which have sprung up lately 
like mushrooms in a night is an indi- 
cation that many people have an er- 
roneous idea that fortunes are to be 
made in that branch of journalism.- 
Advisor. 


Tue Fitchburg Railroad devotes a 
quarter page to the featuring of a book 
let about summer excursions and re 
sorts along its line in the Atlanti: 
Monthly for Nove iber. It were diffi 
cult to determine the connection be 
tween “summer resorts” and ‘*Novem- 
ber. 

THE principal juvenile papers and a 
few of the high-class weeklies and 
magazines are being favored by Mr. 
James E. Sullivan, of the American 
Sports Publishing Company, No. 16-18 
Park Place, New York City, with copy 
for varying sizes for Messrs. A. G 
Spalding & Bros.’ line of libraries. 

Tue Chicago Inter-Ocean prints the 
first section of an original story in the 
usual way, and the remainder is scat- 
tered through the want ads Prizes 
ranging from $25 to $1 offered to 
those who will cut out the lines from 
between the ads and paste them in 
proper order and return to its office. 


W. J. Jounston, whcse name for 
many years has been associated with 
technical journalism, as the publisher 
and proprietor of the Electrical World 
has p irchased the Mining and  Metal- 


lurgical Journal, with all its property 
and assets. The paper will hereafter 
be issued under his direct personal 


supervision and management, from its 
present offices in New York and Los 
Angeles, and he will devote to its con 
duct his entire time and attention. 


With the December issue of Every- 
body’s Magazine the name will be 
changed to Wanamaker’s Magazine. It 
yas course, generally known that the 
rs, the North American Publish 
ing Company, was a Wanamaker enter- 
prise and the magazine owes its cir- 





culation largely to the mail order 
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patronage of the Wanamaker stores. 
The editorial and mechanical work of 
the magazine will be done bv Double- 
day, Page & Co.—Newspaper Maker. 

THE advertisement on the back of a 
tramcar ticket is about the last thing one 
would think any one would object to, 
yet there are people in Liverpool who 
actually write to the papers on this sub 
ject, and there are papers in Liverpool 
who have no better use for their space 
than to publish such nonsense. There 
is some consolation to the advertiser 
about it, as it proves that the adverti 
ments on the tickets are occasionally 
noticed, which is more than one ex 
pected of this kind of advertising. 
Advertisers’ Review. 








Two of the greatest department stores, 
John Wangmaker, in Philadelphia, and 
Marshall Field & Co.’s, Chicago, do not 
advertise in the Sunday papers. The 
New York Christian Advocate says: 

‘This proves untrue the statement made 
by many Christian business men in jus 
tifying themselves in so doing, when 
they intimate that they could not suc 
ceed without it. We advise Christian 
people who can make the choice, other 
things being equal, to deal with those 
who do not advertise in the Sunday 
papers, rather than with those who do.” 

Nashville (Tenn.) Cumberland Pres- 
byterian. 

THE commissioner received an in 
quiry as to whether it was lawful for a 
merchant to attach his label advertising 
his whisky on cigar boxes that he pur- 
chases from the manufacturer. The 
commissioner replied that section 3,396, 
revised statutes, provides that the com 
missioner shall prescribe such regula 
tions for the inspection of cigars, che- 
roots and cigarettes as he may deem 
most effective for the prevention of 
frauds, and that under that provision of 
law the commissioner has prescribed that 
labels advertising other articles than 
cigars would place obstructions in the 
way of revenue officers and endanger 
the proper collection of the revenue. 
N. Y. Wine and Spirit Gazette, Nov. 2 


Tue Bookman will shortly begin the 
publication of a series of illustrated ar 
ticles dealing with the great newspapers 
of the United States. A glance at the 
following scheme will convey some idea 
of the significance of the articles: 3 
The New York Newspapers—The 
Morning Papers (1). 2. The New 
York Newspapers—The Morning Papers 
(2). 3. The New York Newspapers-— 
The Evening Papers. 4. The Boston 
Newspapers. 5. The Philadelphia and 
faltimore Newspapers. 6. The News- 
papers of the National Capital. 7. The 
Newspapers of the South and the Ante- 
Bellum Press. 8. The Chicago News- 
papers. 9. The Newspapers of the Mid 
dle West. 10. The Newspapers of the 
Pacific Slope. 








TueE Paris Exposition edition of the 
Times was by far the most expensive 
American exhibit. Sut the American 
section would have been manifestly in- 
complete without a newspaper exhibit 
The modern newspaper is a distinctively 
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American creation. It is a characteristic 


product of American activity, a con- 
spicuous part of the national life. The 
American Commissioners were exceed- 


ingly anxious that the concession should 
be granted for an exhibit essential 


so 


to the completeness of the showing made 
by tuis country, The JZimes accepted 
it not solely with a view to its own 
advantage, but in some measure with 
the disinterestc l tive of contributing 
to the worth of the American part of 
the ex>*sition. f imes. 

One of the correspondence schools 
has an interesting device in front of a 


store on the principal business street in 
Hartford, Conn. I* is a glass-inclosed 
electrical arrangement by which at regu- 
lar intervals cards of uniform size drop 
into position for passersby to view. 
These cards are illustrations of the work 
and methods of the school, portraits of 
its officers and teachers, pictures of 
headquarters, etc., and others giving 
fac-simile testimonials and terms. In 
addition a small receptacle, to which a 
clip is attached, holds cards upon which 
it is requested that any one interested 
write their name (with a pencil attached 


conveniently at hand), when further 
particulars will be sent. A placard in 
structs that the card with the name 
written thereon be dropped in a slot, 
the slot being indicated by the conven 
tional pointing hand. The device at- 
tracted much attention and was quite 
“resultful.”—Fame. 

Tuts dispatch from Cleveland was 
published in a Ne York daily a few 
days ago: “In the desperate crush of 
shoppers at a bargain counter, in the 
store of F. M. Kirby & Co., two wo- 
men were almost killed. Five hundred 
women fought to get to the counter be 
cause they feared that some especially 
attractive bargain goods would all be 
sold before they could buy. The injured 


are: Miss Mary Weinberg, shoulder 
dislocated and internal injuries; Mrs. 
Estelle Stephenson, wrist broken and 
face bruised. Mrs. Stephenson was car- 
ried from her feet by the crush, fell, 
and her face was trampled by the 
French heels of some of the shoppers, 
who were borne over her by the move- 
ment of the crowd. Miss Weinberg 
fainted and was badly trampled on be- 
fore the policemen on duty in anticipa 
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tion of the crush could reach her. The 
injured shoppers were taken to hi 
tals, but both recovered enough to 
taken home.” <A superb piece of pr 
agent’s work and a fine advertisement 
for the Clevet nd newspapers, as well 
as for F. M. Kirby & Co. All the free 
advertising is not for prize fighters 1 
actresses, cynics to the contrary 
withstanding National Advertiser. 
0 
THE RISE OF NUGENT. 


The editor of the Popular Bluff, 


Republican relates these facts of S 
early acquaintance with the firm of B. 
Nugent & Bro., of St. Louis: 

“When we were publishing a paper 
ia Mt. Vernon, IIL, in 1872, on the 
ond floor, a store onened in the room 
under our office. The senior proprietor 


came up stairs and contracted for three 





columns of space for twelve months, 
with locals and 2,500 dodgers’ each 
week. He remarked that it was a snap 
to get into a town where other business 
men did not advertise. The firm started 


out on borrowed capital. In three years 
it had money enough to start two stores, 
one in Sedalia and one in St. Louis. It 
dissolved partnership and each partner 
took a field to himself. Byron Nugent 
was the partner who made the contract, 





and is now the senior member of B 
Nugent & Brother, the great St. Louis 
house. He not only ow s his store, 
building and grounds, but has erected a 
nice little cottage home that cost m 
$87,000. We must say that some of the 
old mossbacks who were in busine in 
Mt. Vernon before Byron Nugent ever 
saw that place, and who never adver 
tised, are still in business and grumbling 
about dull trade and hard times.” 


IT REACHES ALL BUYERS 





The proper place for advertising is 
in a newspaper. It goes into the e 
of the people and is read every y, 
and there is a reason for reading it. It 
contains the news, the news of the 
mercial world, the price of commodities 
the record of births and deaths, the 
news of accidents, the news of politi 
cians, the menwho rule the government; 
in short, it is indispensable to int 
gent persons. It is a medium . 
quently for sellers, because it reaches 
all buyers.—IWaco (Tex.) Herald 
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IS IT A DREAM? 


Curcaco, Ill., Nov. 10, 1900. 
Editor of Printers’ INK: 
William M. Chase, manager of the 
Franco-American Hygienic Company, 


Chicago, has recently. given a good deal 
of thought to the problem of entering 


new territory. Establishing mail order 
trade in a fresh group of States is a 
serious undertaking. Mr. Chase gave 


many nights to his problem and finally 
evolved two plans, one which he is 
using and another which the nature of 
his business will not permit him to use. 
The latter is submitted: 

[here are two things to be ac 
complished by the firm going into new 
territory. First, securing of replies: 
second, convincing those who answer 
that it is to their interest to keep the 
firm in mind. This plan depends upon 
good advertising for the former and an 
expenditure of three cents per reply for 
the latter. A _ readily-selling article is 
advertised in organs covering the terri 
tory which the firm wishes to work—an 
article is priced at sixteen cents. When 
~ orders have been reeeived and filled, 
a day is allowed to lense, when a circu 
ler with an uncancelled one-cent stamp 
attached is sent to edch customer. Thi 
circular explains that the real price of 
the article is fifteen cents. that “‘six 
teen” was a tyopgraphical error in the 
ad, and that the firm is very, very sorry 
and would make amends. No customer 
shall be taken advantage of in even so 
slight‘an amount as a _ penny. The 
scrupulous honesty of such a firm will 
conquer the most incredulous customer’s 
prejudice against mail order houses and 


interest him in sending for a catalogue 
Little or no profit is expected from a 
first sale—many houses are content to 
set down a small loss—and the securing 
of so excellent a bit of advertising is 
a result which many a mail order ex- 
pert has woven into a day dream. Even 
a skeptical business man would be fav 
orably impressed by the return of the 
penny, while so unusual a_ variation 
from established custom is almost 
mathematically certain to permanently 
fix the firm’s uname and methods upon 
the memory of the recipient. But, by 
one of the idiosyncrasies of the fates, 
this idea came to a man who could not 
possibly use it. Jas. D. CoLiins 
<o 
COVERS A MULTITUDE OF SINS. 
McComs, O., Nov. 2, 1900. 
Editor of Printers’ INK: 
Isn’t this ad about “the limit?” 
EET. Why Live. DEA 
g There's 100 easy ways to TH 
commitsaicwe. Qur vice 
hitle book, “Sweet Death,” tells . . - by” 
mail 20¢ , It is very interesting. 
belp you. P. Graham Company, oats Cor 
lege Grove Ave., Chieago 
“Wouldn’t it jar you?” 
Respectfully yours, C. J. Moore. 


ART OR SCHEME. 
To the honest man advertising is an 
art; to the fraudulent it’s merely a 
Advettising. 


scheme.—Profitable 
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1HEY THOUGHT IT LEGAL. 

A Chicago house addressed a circular 
letter to postmasters in the smaller cities 
and towns offering them a commission 
on all money orders issued at their offices 
in favor of said house. In addition, 
they suggested that the postmaster in 
terest himself in the business of obain 
ing customers for the house, his com 
pensation to be in the shape of a com 
mission as aforesaid, payable either ir 
cash or in goods. They even offered to 
send him a catalogue for the purpose of 
making selections. An extract from the 
circular is here given: “We know that 
people will come to your office and ask 
if we are reliable, ask you where you 
advise them to order’ this or that, ask 
your judgment in assisting them to de 
cide between a number of houses where 
they should order their buggy, sewing 
machine, bicycle, clothing or other arti 
cle of merchandise, and while we do not 
ask any partiality in our favor and dé 
not expect to interest you in our behalf, 
we do take the iiberty of inclosing here 
with a bank letter of reference so that 
you will be able to answer all inquiring 
parties that we are thoroughly reliable 
and as an inducement for the courtesies 
of your office to those people who ask 
for information as to how to send away 





for goods, etc., etc., we hope we will be 
able to receive a report from you by the 
close of the year that will entitle you 
to at least a fair-sized check from us.” 
A copy of this letter was forwarded to 
the postoffice department at Washington 
and the offending firm was at once 
notified of their violation of section 
3,858 of tue revised statutes, which 
reads as follows: ‘“‘No person employed 
in the postal service shall receive any 
fees or perquisites on account of the 
duties to be performed by virtue of his 
appointment.” The attempt of the firm 


to enlist the services of postmasters or 
their clerks was an effort at bribery in 
the eyes of the law, or, at the best, an 
endeavor to suborn the employees of 
the government, and there is but little 
doubt that a _ prosecution on _ these 
grounds would be successful if it could 


be proven that 


any postmaster or postal 
emnloyee 


received a 


commission on a 
money order payable to the house in 
question. The’ offending cats logue 
makers withdrew their letters and in a 
communication to the department stated 
their ignorance of having violated any 
law.—Stove and Hardware Reporter. —~ 


Classified Advertisements. 


Advertisements under this head tivo linesor more, 
without display, 25centsa line. Must be 
handed in one week in advance 





WANTS. 





DVERTISE MENTS | for ‘the 
4 Charleston, Se 


EVENING Post, 


\ DVERTISEME NTS fi or the paper with largest 
d local circulation in Charleston, S. ( THE 
EVENING Post 


YOOD, non-union proofreader wants work. N. 
x or vicinity : is also good writer. “‘ M. K.,” 
care Printers’ Ink. 





HAVE waste power and idle presses which can 
be secured cheap for long runs. Address J. 
A. WAYLAND, Girard, Kan. 














aye) 


Ww 
1 *ress. Addre , care 8. C, 
with, Tribune Bide. New York City. 
nein ALD’S NEWSPAPER MEN’S EXCHANGE 

recommends competent rep’rs,editors & adv’g 
men to publishers. 15CedarSt., Springfield,Mass. 

WANT to do the advertising for some firm 

who expect re — and are willing to pay for 

knowledge, ex} and ability. Address 
* HUSTLER,” care ly rinte rs’ Ink. 


\ ’ANTED—To sell at low figure a growing 
farm paper property worth double price 





Beck- 


ANT to buy = Duplex: — Bed Perfecting 
s F. A. T, ce 











asked. No “wee opening in the South for a 
hustler. E. E. AMS, Lebanon, Tenn 
INGLES—Advertising jingles for all trades. 





e That: is my speciaity. They are the pithy 
pointed, prac tical kind, and are profitable « 


sere * JACK THE JI NGLER,” 10 Sprue bk 4 @ 


‘RADE PAPER PU BLISH!RS—Journalist of 
wide experience writes original articles,cor- 
respondence and interviews. Photos, if de aired. 
Translations from foreign exchanges. 7M. 
HIRSCH, Postoffice Box 2241, New York. 


7’ OTICE —If you want to engage a man to write 
4‘ your acs, and want one who knows his busi- 
ness, just write me and state the salary you will 
pay and give me a cae e to show that I am 
worth it. Addre XPERT,” Printers’ Ink. 


( RDERS for 5 line advertisements 4 weeks $10 
in 100 i newspapers ; 100,000 circula 
— weekly other Western we ekly papers as 
Catalc logue on application. JHICAGO 

NE Ww SPAPER UNION, 10 Spruce St., New York. 


I pESIG iNER and originator of the most success 
fulline of mail advertising of recent years 
wishes to form connection with large printing 
or advertising house. Can superintend entire 
execution of work and obte 1in satisfactory profit 
onsame, “ EXCELSIX,” care Printers’ Ink. 


CHANCE to learn the linotype and details. 
Special rates to operators desiring mechan- 
‘al course. ery branch thoroughly sais s 

reference, Met eushaler Linoty 9 Co., New x 

te for ue. MERGENTHALER L INO: 

TYPE sc Hi SOL, *610 G St St, iN. w ., Washington, D.c, 


ad pe tertgbac tlh manager vr for long established 
d lass periodicals of highest standing and 
Samal circulation. Man of tested ability, able to 
plan forand secure large business. Liberal ar- 
rangement to right man. Address, in strict con- 
fidence, “PERMAN ‘Y,” Box 32, Station D, N.Y. 


FIRM doing a large amount of newspaper 
4 advertising desires man to help in prepara- 
tion of copy. Originating experience most desir 
ed. Pay moderate. Opportunity good. Thisisa 




















































genuine opening, but the case will have to be 
largely proved by the first letter. It is wise 
either to te iW — thing or save postage. Ad- 
‘B. & ¢ P. O. Box 1592, Philadelphia, 
> - 
PHOTO ENGRAVING. 
ENGRAVING CO., 61 Ann 


STANDARD 
, New York. 


‘7. 
ILLUSTRATORS 


P= 


> ——_ 
AND ILLUSTRATIONS. 
Nand ink,wash draw ngs 
PLANT & HOTCHKISS, 150 Fifth Ave., 
~-_ — 

WINES. 

IS MADE, sentfree. C. 
Brotherhood Wine Co., 


and color work, 
N. ¥ 


I OW CHAMPAGNE 
SWEZEY, with 
New York City. 


BOOKLETS, 
» OOKLETS, circulars, folders, e 





orgie d 








» and moderately gotten up. EAL BOOK- 
LET Co., 23 Rark Row, N. Y. 
POSTAL CARDS: BOUGHT. 
LLED printed or adcressed posts al 
nd stamps bought for cash eee 





waht 
MANU FACTURING CO., 614 Park Row Bldg 


SSENTATIVE. 


——_—_~+or 
SPECIAL REPRE 
I I. La COSTE, 

38 Park Row, New Yo! 
spec ‘ial re presentative for Saas 
papers. 


D 


daily news- 
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IMPOSING STONES. 


Bez quality Georgia marble imposing me ¢ 
two inches thick, 50 cents square foot. 

with order. THE GEORGIA MARBLE F INISH. 

ING WORKS, Canton, Ga. 





BUSINESS OPPORTU. NITIE S. 
[4a yaper in New Jersey. City of 30, 
Yearly profit about $5,000. $15,000 cash n 
essary: Reference required EMERSON 
HARRIS, 150 Nassau St., New York 
> 


LETTER BROKERS. 


ETTERS, all kinds, received from newspa; 
4 advertising, wanted and to let. What ha 
ou or what kind do you wish to hire of us? TH 
EN OF LETTERS ASS’N, 595 Broadway, N.Y 


a. oe 
PREMIUMS. 


YELIABLE goods are trade builders. Thou 

\ sands of suggestive premiums suitable for 
jublishers and others from the foremost mar 
‘acturing and wholesale dealers in jewelry i 
kindred lines. 700-p. ill’d list price catalogue 

















free. 8. F. MYERS CO., 48-50-52 Maiden Lane, N.Y 
—_$—_+>> 
SUPPLIES. 
JAUGE PINS, 3 for 10c.. PRINTERS SUPPLY 
LJ Grand Island, Neb. 





“HIS paper is printed with ae Frente ired 
he . D. WILSON PRI + INK ¢ 











Lta., 13Spruc e St., Ne »w York. Special prices to 
cash buyers. 
ee eee 
ADDRESSES. 
| »USINESS MEN! Do you need age yg CENT 
» URY ADDRESS COMPANY, 8 Campbell 


Park, Chicago, Iil. Can furnish you aan amount 
of any class you need. Prices reasonab'e. Cor 
respondence invited. State what you want 
we will tell you what it costs. Other lists 
dies, investors, mail-order buyers, etc. 


( YREATE business with 
per advertising. 


r 
nd 
La- 





ss without expensive new 
Use Carter’s Classifled Ad 
lresses. Only house in the world furnishing 
names not to be found in directories. Have y 
aremedy for cancer, catarrh, deafness, dyspey 
sia, kidney troubles, nervous troubles, rheuma- 
tism, skin diseases, etc.! Do you want agents to 
sell your goods from house to house? We have 
America’s population classified according to af 
flictions, occupation or condition. Can addré 
your envelopes or wrappers. Capacity 100,000 
daily by expert copyists. Prepared to furnish 
any Class of names, enve lopes or wrappers, plain 
or printed, address the latter and attend to mail 
ing if desired. State specifically what you have 
to sell, how you want to sell it We will reply 
by return mail with a satormath n that will 
make your business a suc 
FRANK R. CARTER, 2 EAST 42p ST., N 
~?o 
FOR SALE 


























AIR Puncture proof 
« Ri JADSTE R TIRE CO. 


100 ; BUYS a complete bound fil 
PRINTERS’ INK volumes). Ad 
». 1. J.,”’ care Printers’ Ink, 10 Spruce St., 


YUZZLE CALENDARS—Good advertising nov- 
elty. Can be made cheaply. Will sell 
right for small price. “lt.F.,” 382 Mott Ave., ) 


ror SALE—A leading 16-page Southern farm 
journal tae ated in city of 100,000. Good bu 
ness. No plant. Fine opening for good 1 
ge -y oa ation. Will sell cheap or will le ise. 
E. MS, Lebanon, Tenn 
=<) LEFT. I am cleaning house, and havi 
4) about 73 books of June. 1899, edition 1e 
American Newspaper Directory on hand 


Tires, pré 


paid. 
, Camden, N.J 


86.50.45 


S 














wish dispose of. Send me 30 cents to pay 
expr age and | will send you a COPY. Address 
PETE R DOUGAN, 10 Spruce St., New York 

of PRINTERS’ INK is religiou 


Ie VERY issue 
read by many newspaper men and print 
as well as by advertisers. If you want t 
paper, or to sell a paper, or type or ink, the t 
to do is toannounce your desire in a clas 
advertisement in PRINTERS’ INK. The cost is but 
25 cents a line. As a rule, one insertion will do 
the business. Address PRINTERS? INK, 10 Spruce 
St., New York 
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ADVERTISING AGENTS. 


\ ERCHANTS,mfrs., mail order men who want 
i * live” salesmen or ag’ts everywhere should 
send for bargain lists leading “ want ad ” papers. 
HUNGERFORD & DARRELL AG’CY, Balto., Md. 
a 
ADVERTISING NOVELTIES. 


85008 IN conune Confederate money for only 
. D. BARKER, Atlanta, Ga. 


yok the purpose of inviting announcements 

of Advertising Novelties likely to - nefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 








PENS. 


ADIES’ Effsey Falcon Pens are very fine- 

4 pointed and ‘durable are Gross $}. oe 

ple box10 cents, THE PAUL C 0., Re a Bank, N. J. 

\W E have a youre offer for ne wspaper men 

wanting 2" ae) for their own use 

or as premiums, PEN CO., Box 31, 
Milton, Wis. 





o-  - 
ADVERTISING MEDIA 


7." E EVENING POST, Charleston, 8. C. 
‘[)HE EVENING POST, Charleston, S. C. 
; ie EVENING POST, Charleston, S. C 
5 bgp EVENING POST, Charleston, S. C. 
pHe EVENING POST, Charleston, S. C. 
(| HE EVENING POST, Charleston, S. C. 
‘HE be st advertising me edium in Charleston, 
, is THE EVENING Post. 
| ARDWARE DE ALERS’ MAGAZINE, sam- 


ple copy 10 cents, New York City 


‘HE EVENING POST, of Charleston, S. C., 
claims the largest local circulation. 


THE official journal for all tity advertising of 
Charleston, S, C., is THE EVENING Post. 
DVERTISING agents serving their clients 
d honestly, call up TOILETTES ; estab. 1881. 
4()% WORDS, 6 ti 25 cents. ENTERPRISE, 
Brockton, Mz Circulation exceeds 6,000. 
» ACK-COV ER quarter page. 30,000 circu., $16.70 
) 12 times, $180. PATHFINDER, Pathfinder,D.C, 
) EACH the best Southern farmers by planting 
\% youradsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line. 
NY persen advertising in PRINTERS’ INK to 
& the amount of $10 or more is entitled to re- 
ceive the paper for one year 











‘| HE advertising forall the departments of the 
city of Charle — 8 is done under 
contract exclusively in THE EVENING Post 


DVERTISERS’ GUIDE, New Market, N, J. 
Circulation 4,500. sample free Mailed 
postpaid 1 year, 25c. Ad rate, 9c. line. Close 24th. 


(POOKIE’S CHINESE MONTHLY, Rosters, 

Ind. Cir. 10,000, by Printers’ Ink & P. 0. 

receipts. Terms for inch lic. Sub. 50c. Samp. 5c. 

A WEB perfecting press, linotype machines 

and a building of its own is evidence of 

the ape of THE EVENING Post, of Charles- 
ton, 


‘se EVENING POST, Charieston, S. C., will 

publish wa isements one cent a 
word net; 50 inches display for $15; 100 inches 
$25 ; 300 inches, $60 ; 500 inches, gv0; 1,000 inches for 
$165. Additional! charges for position and break- 
ing of column rules. 

















BOUT seven eig chths of the advertising done 
4 failsto be effective because it 1s placed in 
papers and at rates that give no more than one 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
right papers, Niet _ rtising will pay. Corre- 
spondence solici Address THE GEO. P 
_— EL L ADVE RTISING AGENCY, 10 Spruce 8t., 
New 
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COIN CARDS. 
2) for more; any printing 
BO Fi HE STATIONERS’ MFO. CO., betroit, Mich. 
~—-_ 
MAIL ORDER. 


QECRETS OF THE MAIL-ORDER TRADE. The 
& only reliable volume telling how to success 
fully start in the business of selling goods by 
mail. Indorsed by PRINTERS’ INK and other lead- 
ing advertising journals. Your money back if 
not satisfactory. Send $1 for cloth —— vol 
ume to SAWYER PUBLISHING CO.,525 A, Tem 
ple Court, New York City, or Waterville, M: 1ine. 
——— tor 


“MAIL ING MACHINES 


\ AILER’S DELIGHT, labeler,’99 pat..$12. REV 
4 A. DICK, 43 Ferguson Ave., Buffalo, N. Y. 


} RINTERS’ INK uses Wallace & Co.’s Address- 
ing Machine, so does 

The Cosmopolitan Magazine, 

The Delineator, 

The Ledger Monthly 
and se ary A ot the large publishers of the c <5 if 

VALLACE & CO., 10 Warren St., N. Y. 

+o>—___—_ 


NE WSPAPER BA BARGAINS. 


SRO CASH, balance $350 #350 on easy terms, buys 
bid a Republican opportunity in Kentucky 
if bought tes Inventories $1,50 
$1,600 buys a fine paying wee kly proposition - 
county seat town of 4,000 people in Ohio. This 1s 
y low price for quick sale. 
”) buys one of best business located week- 
Massachusetts. A snap. 
sroposition in Indi- 
Business and terms 5 wal please you 
$2,850—about $2,000 down—buys a good ‘weekly 
proposition. $2,000, with one-half down, buys 
another good one. Both in New Hampshire. 
Dailies and weeklies in many different States. 
On all properties that I handle the strictest in 
vestigation is solicited on the part of buyers who 
mean business. 
Newspaper owners can secure reliable men for 
any . »partment in newspaperdom via 
DAVID, / Abington, Mass., Confidential 
areas and Expert i in Newspaper Properties 





















ee 
ADVERTISEMENT CONSTRUCTORS 


I MORGAN, Advertisement Writer, Cam- 
« bridge, Vermont. 


( ‘ EORGE R. CRAW, mail order advertising 
Box 502, C incinnati, Ohio 


@ AMP. LE retailer’s ad, $1. Send facts. WM 
‘ WOODHOUSE, JR., Trenton, N.J 


DS that bring busine $8. Wr ite. H. L. GOOD- 
é WIN, 57 Chester St., Malden. Mass 


» RIGHT, business-bringing ads Sleach. Send 
> data. I. MORGAN, Cambridge, Vt. 


Caer and see us when in New York. M. P. 
GOULD CoO., Bennett Bld., New York. 


DS $1 each, booklets $1 a page. CHAS. A. 

+\ WOOLFOLK, 446 W. Main St., Louisville, Ky. 
YOOD adve. service, von ms eeing. placing. 
¥ Cir’sfree. E.R. KYNO , Wayland, Mich. 
ED SCARBORO, writer of forceful advertis- 

¢? ing. Request estimates. 20 Morton St., Bklyn. 








( NE ad written purposely for you for $1, cash 
with order. FRANK I B. WILSON, Kenton, O. 


:* AM — ularly strong on follow-up letters 

have written hunéreds of them. I can 
stre cal then yours. HOLLIS CORBIN, 253 Broad 
way, N. Y., 





Pa ARN on riting. We have placed graduates 

-we might do the same for you. Good 

ores pects, good salaries. Positively and_prac 

tically taught by mail. Prospectus free. Highly 

indorsed. PAGE-DAVIS CO., inc’d, 12 Medinah 
Temple, Chicago. 








» ESULTS!—That is what | alwaysaim atand my 

\ customers often wonder at the accuracy of 
my aim. | write, illustrate, design and print all 
kinds of advertising literature in a neat, clean, 
convincing manner, just the way it should be 
done. Send along a trial order dsee if | can- 
not hit the “ bull’s-ey« le for you. Also 
send for my booklet. “ T llars a Thousand.” 
It will interest you. Address WM. JOHNSTON, 
Manager Printers’ Ink Press, 10 Spruce St., N. ¥ 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

tar Issued every Wednesday. Ten cents a 
copy. Subscription ea e, five dollars a year, 
in adv: ance. Six dollars a hundred. No back 
numbers 

Co o- Being printed from plates, it is always pos 
sible to issue a new edition of five hundred cop- 
ies for $30, or a larger number at the same rate. 

(Publishers desiring to subscribe for PRINT- 
ERs’ INK for the benefit of advg. patronsmay, on 
application, obtain special confidential terms. 

tar if any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name, Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES : 

Classified advertisements 25 cents a line: six 
words to the line; pearl measure; display 50 cents 
a line; 15 linesto the inch. $100 a pag Special 
position twenty-five per cent additional, if grant- 
ed; discount, five per cent for cash with order. 





OSCAR HERZBERG, Managing Editor. 
PETER DOUGAN, Manager of Advertising 
and Subscription Department. 





NEW YORK OFFICES : No. ro SPRUCE ST. 
LONDON AGENT, F. W. SEARS, 50-52 LUD- 
GATE HILL, E. C. = 

NEW YORK, NOV. 21, 1900. 
Don’t follow precedent too 
closely. Make a precedent for 


others to follow. 





Brevity is all right provided it 
does not interfere with the telling 
of your story completely. 


THE newest users of the bill- 
boards are Pearson’s Magazine 
and McClure’s Magazine. 


TAKING care of the attention 
you attract is of as much impor- 
tance as attracting attention. 


BEFORE you can get people to 
talk about you, you must do some 
talking yourself—in the columns 
of a good newspaper. 


THE Massachusetts correspond- 


ent of Printers’ INK sends the 
following communication: 
Charles Hacker Pinkham, president and 


manager of the business department of the 
Lydia Pinkham Medicine Company, died Sat- 
urday, Nov. roth, at his home in Lynn, Mass. 
He was the son of Isaacand Lydia E. Pink- 
ham, and the founder and promoter of the great 
medicine business which bears her name. He 
was one of the most liberal advertisers in the 
world, and spent hundreds of thousands of dol- 
lars every year in keeping the remedies of his 
company before the public. He has often re- 
marked that advertising was the life of busi- 
ness. Under his management the business 
grew and prospered until now there are more 
than four hundred employees left to revere and 
honor his name. Mr. Pinkham was a man of 
great public spirit and took a deep interest in 
the affairs of the city in which he lived, as well 
as those of the State and nation. No city ever 
had a more liberal giver, but he never allowed 
the fact to be known put blicly. 
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THE lady of the house, once es- 
teemed as a highly polite and con- 
ciliatory form of address, is now, 
according to a Philadelphia au- 
thority, “ancient and cbsolete with 
those who pursue business by 
modern methods. In advanced 
practice the custom is now to ad- 


dress the lady of the house by 
name, a method vastly more im 
pressive and one susceptible of 


varied application. These circulars 
are left at the door by a man who 


does not say for the lady of the 
house, but ‘So-and-So sends this 
to Mrs. Blank.’ This beats ‘the 


out of sight, and 
refinement ot 


lady of the house’ 
marks the modern 
doing things.” 


I. SALINGER and Company, pro- 
prietors of “The Fair,” a dry 
goods store of Rochester, N. H., 
send Printers’ INK for criticism 
a circular which they distribute 
from house to house in their city 
and surrounding towns. It is 
printed on one side of a sheet 
23x18 inches and contains special 
offerings to women, almost every 
bargain being illustrated and the 
price given in exceptionally large 
type. It is a convincing piece of 
advertising matter; in fact, so 
great was -the writer’s view of its 
power in this direction that he 
took special care it should not 
meet the eyes of the little woman 
who is bravely fighting life’s 
battles at his side. 

Lunpy, Ratze, & Cox represent 
in the foreign field the following 
publications: 





Scranton, Pa., The Scranton Truth 
McKeesport, Pa., Evening New 
Duquesne, Pa. Eve ning News. 
Doylestown, P a., Evening Intell 


gencer, 


Doylestown, Pa.,Weeklv Intelligence 


Williamsport, Pa., Evening Wews. 

Williamsport, Pa., Weekly News. 

Salem, Mass., Evening News. 

Worcester, Mass., Evening Post (« 
cept in New England). 

Springfield, Mass., Evening News. 





Conn., Evening Record 
Bridgeport, Conn., Standard. 
Montpelier, Vt., Evening Journal. 
Montpelier, Vt., H ‘eekly Watchma 
Rutland, Vt., Evening News. 

Jersey City, N. J., Weekly Chroni 
In addition to above the 
peovle say they eighty-nin 

Western dailies. 


New Britain, 





the 
have 


























‘Ir it’s worth doing at all, it’s 
worth doing well,” applies to ad- 
vertising matter as well as any- 
thing else. 


A LITTLE in each advertisement 
and many advertisements is usual- 
ly regarded as the correct prin- 
ciple on which to proceed. 


SEEING an ad is not necessarily 
believing it, but if it is not seen, all 
the convincing quality in the world 
will not make it effective 


. Joun C. Dewey writes: 

I was glad to notice on page 33 of 
your last issue that you intended to in 
rect into your excellent paper a depart 
devoted to the discussion of prin 
and details relative to mail order 
advertising. This is a very important 
branch of the advertising business to 
and one that is not sufficiently or 
fairly covered by any publication within 





day, 


the writer’s ken, excepting the Mail 
Order Journal of Chicago, from which 
publication you quote frequently. If you 
will do what you can as you see op- 
portunity to expose rottenness where 
1 come across it, you will do the ad 
sers and the advertising business 

a great service. There is altogether 





iuch of it, both on the part of pub 
ons ‘and on the part of advertisers 








who patronize the so-called mail order 
publications. 
THE managers of the coming 


Pan-American Exposition at Buf- 








falo are giving away as an adver- 
tising novelty a miniature frying 
pan, through the hole of which is 
a pin by which it can be attached 
to one’s coat. It is a dainty little 
thing, the torso being only three- 
quarters of an inch in diameter 


and the handle the same in length. 





On the inside of the pan is em- 
bossed the picture of a_ buffalo; 
the latter and the pan are supposed 
to mean Pan-American. Every 
one receiving one of these novel- 
ties probab ly will show it to his 
friends. Another unique piece of 
advertising is the poster, which 
shows the falls at Niagara in the 
form of a lady in the mist. Still 
another is a poster in type, where- 
in the beauties and attractions of 
the coming expositionare both pict- 
ured and described. If the ex 
position should turn out to be any 
thing but a great success it will 
surely not be due to any incapacity 
on the part of the advertising 


manager. 
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Mobet your ads after those that 
make the strongest impression on 
you. 





THE advertising habit is the 
best habit a business man can 
have. 





A RETAILER in Wilmington, Del., 
who wanted to be very funny in- 
serted the following advertisement 
in the Wilmington (Del.) Star: 


A bachelor, twenty-seven years old, 
without wealth, of quiet disposition, liv 
ing on a reasonahe monthly income, 
and having but little parental restric 
tions, desires*to be married to a lady 


possessed of the following qualifications: 
(1) She must be twenty-one years of 
age and of good health. (2) Of more 
than average beauty. (3) A working 
knowledge in arithmetic. (4) A work 
ing knowledge in sewing. (5) Not 
given to much talk. (6) Possessed of 
some property. (7) Virtuous. (8) 
Hater of liquors. (9) Have little or no 
parental restrictions. The final qualifi 
cation is that she should buy her house 
hold goods from the advertiser. 


A hundred ladies, who took the 
offer for geryiine, wrote offerings 
of acceptance. The most cruel 
part of the transaction is that the 
advertiser has no desire for any 
heart in the whole willing crowd. 


Aw English dentist advertised in 
newspapers as follows: 
ARTHUR OGLESBY, 
Dental-Surg., 
Special attention 
less extraction of 
tration of nitrous 
anaesthetics. 
Scientifically filling 
permanently with 
1e painless 
nerves of teeth 
scesses. 
Artificial teeth.—All known 
cessful systems of adjusting 
specimens of artificial teeth, and gen 
erally undertaking every branch of 
dentistry. Surgery hours: 9 a. m. to 7 
p. m. CHEAPSIDE, BARNSLEY. 


D.D.S., 
Eng. 
given to 
teeth by the 
oxide gas 


the pain 
adminis 
and other 
decayed teeth 
suitable fillings. 

treatment of exposed 
and the curing of ab 


and suc 
the finest 


For such an innocent proceeding 
he received the following notice 
from the secretary of the Medical 
Council : 

Information supported 


by evidence 


has been laid before the council, in 
which it is alleged that you have been 
guilty of infamous conduct by seeking 
to attract the attention of the public by 


systematic 
jectionable 


use of advertisements of ob 
character. 

Evidently the 
Medical Council 
idea of what 


of 
very 
and 


the 
hazy 
“ob- 


secretary 
has a 
“infamous” 
mean. 
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Mr. Louts P. DARRELL makes the 
following interesting proposition in 
the Washington (D.C.) Star of Oc- 
tober 27th: 


Washington is fortunate in having in 
its newspapers what is termed some of 
the best advertising propositions in the 
country. The rates for space are be- 
low the average, and the quality of the 
circulation high. The newspapers here 
average about .14 of a cent a line per 
thousand for each insertion of an ad- 
vertisement. Tuey “ive more in quan- 
tity alone for the cost than eight out 
of ten or even nine out of ten of the 
newspapers of the country. Advertisers 
can place their goods before the two 
hundred and eighty odd thousand peo- 
ple of Washington for less money pro- 
portionally than in almost any other 
city in America. And for this reason 
a great many enterprises have been 
started here. The advertiser offers his 
goods to Washington as a test. If his 
goods have the proper selling merit, he 
soon finds it out and feels compara- 
tively safe in spreading to other cities. 
He considers this city a good criterion, 
for the newspapers have that important 


quality of “reaching the people” at a 
cost comparatively low. He undertakes 
a minimum risk. Trade is what he is 
after and he gets trade through the 
Washington newspaners if his goods 
merit it. 

Lovett’s department store, of 


205 Essex street, Lynn, Mass., re- 
cently inaugurated a rather new 
idea in bargain sales. It was a 
“time sale.’ The sale was set for 
Wednesday, and a large display ad 
in the Evening Item indicated the 
various articles in which bargains 
were offered, a group of bargains 
being offered for different hours 
during the day, the sale of the 
items under each hour being 
stopped precisely at the minute, 
and the next group taken up, and 
so on through the day, from eight 
o’clock in the morning until six at 
night, there being ten groups of 
bargains in all. No advertised 
articles were sold to children, and 
no orders were filled in these 
goods, the object being to get the 
ladies themselves to the firm’s 
counters at the time specified. The 
result is said to have been a jam of 
trade all through the day, and the 
moving of a large quantity of 
goods at prices which in them- 
selves were an advertisement. This 
great store of the “Shoe City” has 
adopted for its motto, which is 
used on all its advertising litera- 
ture, the sentence, “A Store that 1s 
One Day Ahead of the Others.” 
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E. W. Hazen, formerly New 
York representative of the Youth's 
Companion, has been made West- 
ern manager of the Ladies’ Hom 
Journal and Saturday Evening 
Post. . 

THE littering of the door steps of th« 
city and suburbs with suggestive an 
vile “‘medical’’ advertising pamphlets 
a nuisance that should be abolished by 
the authorities—T7roy (N.Y.) Press. 

Most of the booklets to which 
the above clipping apparently re 
fers are far from “vile,” unless 
the human anatomy, specially 
those parts of it that relate to th 
propagation of the race, may be 
so termed. The writer had occa 
sion recently to examine for an 
advertiser a large number of such 
booklets, and found that the ma 
jority of them discussed the mat 
ters to which they were devoted 
with both decency and delicacy 
Indiscriminate distribution is, of 
course, not to be commended. 














THE advertisements of th 
Philadelphia Record on the fron 
page of Printers’ INK get a read 
ing and response not only in thei: 
native land but in countries be 
yond the ocean. fere, for in 
stance, is a letter that newspaper 
recently received: 

Office of 
Lever BrotuHers, LiMiIrep. 
Port Sun.iicut, Cheshire, Nov. 2, 19 
Advertising Manager Record, Philad 

phia, Pa., U. S. A.: 

Dear Str—We notice in your ad 
Printers’ Ink of October 3d, that y 
are agreeable to send on request a c 
of your twenty-third anniversary editi 
in miniature. We shall be very pleas 
to possess a copy of same. Thanki 
you beforehand, we are, dear sir, your 
truly, Lever Brotuers, Limited. 

(Editorial Department) 

The advertisements in the R 
ord also get replies from out 
the way places. Take a look at tl 
following: 


Trinipap, B. W. I., Oct. 1, 190 
Messrs. Loux & Sons 

Sirs—We have noticed your ad 

tisement in the Philadelphia Rec 


Be good enough to send us at your « 


liest convenience your catalogue, et 
In so doing you will oblige yours 
spectfully. Acet. & Ep. Grecari 


Both the Record and the Lit 
Schoolmaster might paraphr 
the poet’s lines to read: 

No pent-up Utica contracts our po 
For the whole boundless world is o 
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Tue Daily Svornost issued on 
October 14th was its twenty-fifth 
arniversary edition, and came up 
in typographical and artistic ex- 


cellence to the best newspapers 
currently issued. It was full of 
advertisements, and _ presented 


just such an appearance of pros- 
perity as the then coming re- 
election of Mr. McKinley would 
make one expect. The paper is a 
Bohemian daily and claims to be 
the leading journal of its class— 
the one to which one hundred 
thousand Bohemians in Chicago 
look for news. 


Illinois law against using 
flag for business purposes has 


THE 
the 


been declared unconstitutional ; 
the reasoning upon which the 
court founds its decision is ex- 


plained by the New York Journal 
of Commerce as follows: 

The State has no right to prohibit 
the use of the flag, or a picture of the 
flag, for advertising purposes unless it 
can claim the right as part of its police 
power; but the police power extends 
only to such acts as affect the public 
safetv. welfare or comfort, and none of 
these is or can be involved in the use 
of the flag for advertising purposes. 
Moreover, the flag is used in the prose 
cution of commerce upon the high seas, 
as a symbol of nationality, and thus as 
an advertisement of the goods carried 
by the vessel, and it would be an un 
just discrimination to deny the like 
pr vilege to small dealers at home 
Upon the latter point the court says: 
“lt is difficult to see why, if, in the 
ae ag ay of foreign commerce or 
rade, the flag is used to protect a shiy 
and cargo and designate its character, it 
hould be a desecration of the same flag 
to use a likeness of it upon a label or 
tr ade mark in the prosecution of domes- 
tic trade or business.’”” The court was 
of the opinion also that the right to uss 
the national flagwas a privilege of a citi 
zen of the United States, rather than 
the privilege of a citizen of any one of 
the States, and that so long as Congress 
sees fit to sanction its use in any way 
it is not within the power of any State 
to interfere. Congress has not only re 
d to forbid the use of the flag for 
ertising or other business purposes 

the Federal Government has ad 
1 to registry scores of trade-marks 
ing the United States flag as one of 
constituent parts. This, in th 
ion of the court, has created a 
rivilege” in the citizen of the 
ed States which the separate States 
are powerless to take from him. For 
these reasons the court, two judges dis 
f declared the act wholly invalid 
and unconstitutional. While this de 
Cision is in no sense binding upon the 
courts of the States it does serve to 
show the trend of judicial opinion. 
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In the November Frank 
Leslie’s Popular Monthly appears 
a page advertisement of Mrs. 
Lynch of 1-3 Union Square, New 
York, a“vertising her diamond es- 
tablishment. The announcement 
was originally an editorial in the 


Southern Review of Commerce 
of Louisville, Ky., to which it is 
credited. Mr. William G. Snow, 


advertising manager of the Inter- 
national Silver Company of Meri- 
den, Conn., tells Printers’ INK 
he was greatly amused at its 
appearance. He incloses two 
letters, one addressed to his firm 
and one to the Meriden Brit- 
annia Company of Meriden Conn., 


from the Southern Review of 
Commerce, in each of which that 
publication incloses the manu- 


script of an editorial highly prais- 
ing the wares of the firm address- 
ed and indicating its intention to 
publish the article in question in 
the next issue if the facts be 
correctly stated, incidentally men- 
tioning the prices of the publica- 
tion in various quantities should 
the firm desire to distribute a 
number of copies containing the 
respective effusions of praise, the 
wording of which is almost ex- 
actly alike. Mr. Snow says he 
is in receipt of letters of this kind 
almost every week and that most 
of them go into the waste basket 
without ceremony, although a few 
are kept on file for comparison 


with future communications of 
the same character just for curi- 
osity. To advertising men the 


Lynch advertisement will have a 
certain appearance which at once 
distinguishes it as a “write-up;” 
whether others will so regard it is 
an open question. Everyone will 
remember what a great business 
the United States Health Re- 
ports did years ago in publishing 
articles of this character and sell- 
ing the copies containing them. 
In most cases the advertiser is 
not deceived in what he is get- 
ting, the deception is on a public 
which is expected to believe that 
the reading matter in question was 
written with wholly altruistic in- 
tentions; and this deception is in 
no way eliminated or modified by 
the fact that the things stated in 
the art'cle itself conform entirely 
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to the character and conditions 
of the business so lauded. 





SIXTY-THREE out of the seventy 
members of Chicago's advertising 
age cies attended a banquet at the 


Chicago Athletic Club, Friday 
evening, November 9, given in 
honor of the Phelps Publishing 


Company and Orange Judd Com 
panv. The heads of all the adver- 
tising agencies were present, also 
several large merchants, extensive 
manufacturers and heavy adver- 
tisers. Mr. D. M. Lord, of Lord 
& Thomas, the Nestor of Chicago's 
advertising fraternity, presided. 
Toastmaster Lord paid high trib- 
ute to the young man in introduc- 
ing as the first speaker of the even- 
ing Mr. Herbert Myrick, presi- 
dent of these twocompanies andthe 
editor of their publications. Mr. 
Myrick expressed warmest ap- 
preciation for such an outpouring 
of the Chicago advertising fratern- 
ity, which he intimated was the 
strongest possible expression of 
advertisers’ confidence in these 
publications. He felt that the high- 
est honor that could be accorded 
any man was to receive the recng- 
nition of his fellow workers. He 
paid a high tribute to the science 
and art of advertising. He likened 
the assembled guests to a confer- 
ence of psychologists, or experts 





in the science of mind. The art 
of advertising consists he said, in 
the practical application of the 


principles of this new, subtle and 
most important science in such 
manner as to most effectively im- 
press the greatest number of minds 
in any desired constituency with 
the least possible expense. Science 
is the knowing, art is the doing. 
The successful advertising agent 
must be a mastcr of the theory of 
the profession, and a past master 
in its practice. Mr. Myrick main- 
tained that this conception of pub- 
licity as a scientific profession and 
as a fine art had received too little 
attention, but was bound to pre- 
vail and would elevate the adver- 


tising fraternity to the highest 
rank in professional, commercial 
and social circles. These novel 


and convincing opinions provoked 
frequent and loud applause. 
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\ WRITER in the November 
Profitable Advertising (Boston) 
tells us that the art is undeveloped 
in Australia. He gives attention 
to two traits that are practically 
unknown in America to-day. One 
is vilifying one’s competitor in 
one’s business announcements, and 
the other the abbreviation of 
large number of words in want 
ads, so that many of these ads are 
practically unintelligible. 





Mr. H. Harry Lone, advertis 
ing manager of the John Gund 
Brewing Company, of La Cross¢ 


Wis., has published, under the 
name of “A Trip to Town,” an 
amusing little booklet wherein 


hayseed relates his adventures in 
going to visit his nephew in th 
city. One of the things he noticed 
was Gund’s “Peerless” was served 
on the train, at the hotel at which 
he dined, and that it appeared o1 
his nephew’s table. These inter 


esting facts are interspersed 
among the relation of adventures 
which show how the most or 
dinary things encountered by 
traveler appeared to this farmer 
+o 
AN ADVERTISED ARTICLI 
Office of L. Bettnc & Co. 
New York, Oct. 9, 1900. 
Editor of Printers’ Ink: 


Permit me to suggest the followin 





nouns “an advertised article’: A 
thing, adverthing, adarticle, resadvert 
resad. Yours truly, L. Bettinc & Co 
PHILADELPHIA, Nov. 8, 1900. 

How is “‘ admade” for a noun to ¢ 
press “‘an advertised article’? ’earlir 


an “ admade’ 
vertised. ¥. &. 
Ill., Nov. 10, 
PRINTERS’ INK: 
contraction for 
indefinite something; 
article advertised. 


soap powder well 
4 ROBERTS 
CuIcaco 

Editor of 
Pub., 
meaning 


1900 


published it 
publ 
some 
Worst 
What is wanted is a word to 
mean “‘an advertised article.” At 
the present time we must use thx 
three words mentioned in order t 
indicate what is meant. Some 
the names given come pretty mn 
to what is desired; yet not one 


CarRL 


them, if met by the ordina: 
reader, would tell him of. its 
what it stood for. Further su 


gestions will be welcomed.—[E1 
TOR PRINTERS’ INK, 
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OTHER PEOPLE'S 5 BRAINS 
Under this title a representative 

advertising man of the metropolis 

sends forth his views in an entic- 


ngly small booklet: 

It is the utilization of the brains and 
inds of other people that makes great 
success a possibility. 

rhe men who are best able to turn 
he work of others to profitable account 
ire the ones who make _ the deepest 
footprints on the sands of time 


lhe delegation of power multiplies it. 

The man wao formulates an idea and 
turns over its working out to another is 
free for other work. 

He may b2 ever so good an account 
nt—he may be amply able to superin 
tend the mechanical work in his factory, 
but if he hires a bookkeeper and a fore 


ian he gets along faster. a 
Executive ability—the ability to em 
ploy and manage the work of others is 


the kind that builds up big bus sinesses. 

In the operation of a peanut stand 
one man can attend to all the details® 

In a very small shop one man does it 
all 

When the business 
lires a small boy to build 
sweep the floor and uust the 

That is the beginning of 

ther people’s brains.’ 

“Bye and bye he gets another boy and 
a man, a bookkeeper, expert buyers and 
sellers for his different departments. 

Then he finds that the detail of 
1dvertising has become troublesome 
irksome. 

Maybe he feels that in the employ 
ment of a specialist in this line he will 
achieve better results. 


little he 
fires and 
stock. 
his use of 


grows a 


his 
and 





In my business of writing and plan 
ning advertising three classes of busi- 
ness men come to me: 

(1) Those who have not the knack 
of talking in type. 

(2) Those who have the knack, but 
have not the time 

(3) Those who believe that even if I 
make their advertising only a little bit 
better and stronger, and clearer and 
more effective that my charges will 
prove a profitable investment. 

The lack of a word, or a sentence 
1 prevent the advertisement from * 
taining its greatest effectiveness while 
pertinent point patly put—a ge el 
neatly turned—an argument logically 

forcefully made will make incisive 
otherwise dull and profitless state- 
ment. 
sna pows _— 

[HE latest Printers’ INK baby 

is called Ad-Review, is a monthly 


with a price of two dollars a year, 
and is published by the Ad-Review 
Company, 81 Woodlawn avenue. 
Gr nd Rapids, Mich. It isn’t much 
ot a paper; but one must keep in 
mind that the progeny of the Lit- 
tle Schoolmaster now numbers 
one hundred and thirteen, all come 
Into being within twelve years! 
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THE FIFTH SUGAR BOWL. 


The weekly newspapers appear- 





ing to have some claim for the 
award of the Printers’ INK Su- 
gar Bowl, to be given to the one 
weekly that, all things considered, 
gives an advertiser best service 
for the money, are the following: 
Per 

Cireu- Rate line 

NAME OF PAPER. la- per per 

tion. line. 1,000 

cop’s 

Boston, Mass., Chr End. World, 96,154 4313 W045 
Bangor, Me., Weekly Com’l, 28 07 0025 
Chic Ago, ilL., Ram’s Horn, 90,852 40 0044 
Kan. City, Mo., Journal, 72,436 .25 0035 
Cleve land, O., Ohio Farme 92,243 .375 0041 
Elgin, 1ll.. ” ¥¢ People’sW *y228'717 90 _0039 
Pathti’ der,D.C -Pathfinder, 29,030 08 0028 
Kan. Cicy,Mo., Star, 148,134 .40 0027 
NewYork.N.Y.Chr. Herald, — 268/500 1.00 0037 
NewYork.N.Y Sabbath Read’ ,109,040 49 .0087 
Phila., Pa., Forward, 141,648 .40 0028 
Toledo, Ohio, Biade, 164,558 .5625 .0034 
Wash’n, D.©., Nat’! Tribune, 111,820 .40 0036 
W’msport,Pa ,Penna. Grit, 96,323 40 0042 
Lincoln, Neb., Freie Presse, 88,196.25 .0U28 
It will be seen that the rate per 
line per thousand circulation va- 
ries from .0025 in Bangor ( Me.) 
Commercial to .0045 in the Bos- 


ton (Mass.) Christian 
World. 

If nothing but comparative 
cheapness were to be considered 
the bow! would be awarded to the 
weekly Bangor Commercial, un- 
less some paper not yet heard 
from should appear as a_ claim- 
ant. If some other of the 
papers catalogued above is to be 
put ahead of the Bangor Com- 
mercial (weekly) it must be on 
account of superior character or 
influenee of sufficient value to an 
advertiser to more than offset a 
balance against it in point of cir- 
culation. The question is: Does 
any paper possess such an advan- 
tage? If f what does it con- 
sist? and what is a proper measure 
of value to be put upon it? 


Endeavor 


so, ot 


cpa Cela 
Tue Baltimore News is said to 
have a letter from an officer of a 
corporation of some consequence, 
in that city, wherein he sets forth 
that if his company 
‘ere able to 
paper he would use the 
as he believes that 
Baltimore better than 
To offset this there are other 
Baltimore business men who think 
one issue of the Sun worth more 
than a month’s appearance in all 
the other Baltimore papers com- 
bined—the News includea. 


advertise in only one 
Baltimore News 
the paper covers 
any other 
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CHICAGO 








NEWSPAPE RS 
REPR T 
Under this heading C. George Krog- 
has compiled a list of 


HAVING 
ATIVE 








ness, of Chicago, 
newspapers having representatives in 
Chicago. They are as follows: 
ALABAMA.— Birmingham 1ge-Herald, 
Birmingham News, Mobile Register. 
Arkansas.—Little Rock Democrat 
Little Rock Gazette. 
$RITISH CoLUMBIA.—Vancouver Prov 
ince. 
Cattrornia.—Los Angeles Herald, 
Los Angeles Times, Sacramento Record 
Union, San Francisco Bulletin, San 


Francisco 
Canapa.—Toronto Globe, Toronto 
Mail and Empire, Winnipeg Free Press. 
Cotorapo.—Denver Post, Denver Re- 
publican, Denver Rocky Mountain 
News, Denver Times, Leadville Chroni- 
cle, Leadville Herald-Democrat, Pueblo 
Chieftain. 
CONNECTICUT. 
District or C 
Star. 
Georcia.—Atlanta Journal. 
Itt1no1s.—Chicago American,  Chi- 
cago Chronicle, Chicago Inter-Ocean 
Chicago Journal, Chicago News 
Chicago Post, Chicago Record 
Chicago Skandinaven, Chicago Times 
Herald, Chicago Tribune, Moline Mail, 
Quincy Journal, Rock Island Union. 
InptAnNA.—Evansville Courier, Indian- 
apolis News, Indianapolis Press, Indian- 
apolis Sentinel. 
Iowa.—Clinton 
Times, Des Moines 


New 
)LU MBIA. 


Haven Leader 
Washington 


Herald, 
Leader, 


Davenport 
Sioux Cits 


Journal, Sioux City Times, Sioux City 
Tribune. 

Kansas.— Topeka Capital, Topeka 
Journal, Wichita Beacon, Wichita 
Eagle. 


KENTUCKY. Covington Po st, Louis 








ville Commercial, Louisville Courier- 
Journal, Louisville Post, Louisville 
Times. 

Lovistana.——-New Orleans Item, New 
Orleans States, New Orleans Times- 
Democrat. 

MaryYLAND.—Baltimore Herald, Balti 
more News. 

MASSACHUSETTS.— Boston e. Bos- 
ton Herald, Boston Travel Spring 
field Union, 

Micnican.—Detroit Free Press, De- 
troit News and Tribune, Grand Rapids 
Herald, Grand Rapids Press, Kalamazoo 
Gazette-News, Saginaw News. 

Minnesota.— Duluth News-Tribune 





Minneapolis Times, 
Paul Dispatch, 
News. 


Minneapolis Journal 
Minneapolis Tribune, St. 
St. Paul Globe, St. Paul 

Missovurt. Kansas City Journal 
Kansas City Star, Kansas City Times, 
Kansas City World, St. Joseph Gazette 
Herald, St. Joseph AN s, St. Louis 
Chronicle, St Louis be-Democrat, 





Gl 


St. Louis Post-Disbatch, St. Louis 
Star. 

Montana.—Helena Herald. 

Nesraska.—Lincoln Journal, Lincoln 
News, Omaha Omaha News, Oma 
ha World-Heral 

EW JERSEY a News 
New ~ York. Albany Times-Union, 


Binghamton Re- 
Citizen, Brooklyn 


Binghamton Leader 
publican, Brooklyn 
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Buffalo 
Buffalk 
Ad 


Commercial, 
Buffalo Enquirer, 
Buffalo Times, Elmira 
vertiser, Elmira Star, New York 
Journal, New York News, New York 
Press, New York Sun, New York Trib 
une, R-chester “emocrat and C.ronicle 
Rochester Post-Express, Rochester 
Union aud Advertiser, Syracuse Jour 
nal, Syracuse Post-Standard, Syracuse 
Telegram, Troy Press, Troy Record 
Troy Times, Watertown Times. 
Onto.—Cincinnati Commercial Tri 
bune, Cincinnati Enquirer, Cincinnati 
Post, Cincinnati Times-Star, Cleveland 
Leader, Cleveland Plain Dealer, Cleve 
land Press, Cleveland World, Columbus 


Eagle, Buffalo 
Courier, 


€ 














Press-Post, Columbus State Journal, To 
ledo Bee. 

Orecon.—Portland Oregonian, Port 
land Telegram. 


Philadelphia Inquirer 
Philadelphia Tele 
Chronicle-Telegraph 
Pittsburg Commercial Gazette, Pittsburg 
ins-atch, Pittsburg Lea er, Pittsburg 

Post, Pittsburg Press, Reading Eagle. 

Ruope Istanp.—Providence Bulletin 
Providence Journal. 

‘TENNESSEE. Chattanooga News, 
Knoxville Sentinel, Memphis Com 
mercial-Appeal, Memphis Scimitar. 

Texas.— Austin Statesman, Dallas 
News, Dallas Times-Herald, Fort Worth 
Mail-Telegram, Galveston News, Gal 
veston Tribune, Houston Post, San 
Antonio rapes ss, Waco Times-Herald. 

Utan.—Salt Lake City Deseret News, 
Salt Lake ‘City T1-vune. 

Vircinta.—Richmond Dispatch. 

W ASHINGTON.—Seattle Post-Intelli 
gencer, Sea Lom Times, Tacoma Leader 
Tacoma Ne 

West V IRGINIA 

W tsconsin.—Eau 
Janesville Gazette 
Madison Journal, 
Milwaukee News 
Milwaukee Hi onsin, 
western, Racine Journal, 
Telegram. 

The names of the representatives are 
as follows: 


PENNSYLVANIA. 
Philadelphia Jtem, 
graph, Pittsburg 


Wheeling Register 

Claire Leader 
La Crosse Chronicle 
Milwaukee Journal 
Milwaukee Sentinel 
Oshkosh North 
West Superior 








Anderson, D. H., 1208 Boyce Build 
ing; Beckwith, R. W., 4690 The Rook 
ery Bertolet, C D., Times-Herald 
Build ing; Booth, R. H., 308 Stock Ex 
change Building; Butler, E. D., 116 
Hartford suilding; Cone, E. S., 9 

3oyce Building; Crockey, H., 61 
Bovce Buildin Davis, 7 = 
Hartford .iuilding; Dect rque, Henry 


701 Schiller Building; Edwards, E. D 
87 Washington street; Ford, 
ace M., 1204 Boyce Building; Fra 
lick, Harry B., 87 Washingtor 
street; Franciscus, A. H. 164 Wash 
ington street; Halsted, H. G., 307 Stocl 
Exchanve Building; Krogness, C. uc 

1634 Marquette Building; Mayo, Alfre 
D., Times-Herald Building; McKinney 
J. P., 705 Boyce Building; Osborn, Guy 
S., Tribune Building; Parker, Harrison 
M., 123 Fifth avenue; Spencer, Irving 
L., 124 Madison stree Uhl, M. R 
1611 Unity Building; Verree, J. E., 6 

foyce Building; Vigness, L. «a., 183 
North Peoria street; Wallis, I. S., 116 
Hartford Building; Wilson, Arthur T 
811 Boyce Buildine, Wilson, Elme 
































Hartford Buildin~; Wilson, Wm. H., 
Madison and Dearborn streets. 

Mr. Krogness’ directory 1s divided 
into two sections; one gives a list of 
newspapers under their respective States 
with the names of their Chicago repre 
sentatives next to each; the other gives 
the name, address and telephone num 
ber of each Chicago special agent, with 


the names of the papers he represents 
It is a valuable little bookiet. 
— ~~, 
A COMING EVOLUTION? 
At Pontiac, Mich., the leading Re 


publican weekly and the leading Demo 
cratic weekly have joined in the publi 
cation of an independent daily. As yet 
the printing offices of the two weeklies 


are separate, with a small composing 
room put in for the daily. It would 
seem best for Messrs. Tomlinson and 


Coleman to form a stock company to d¢ 
the mechanical work, each retaining 
ownership of his party paper. Much 
matter like reports of council proceed 
ings, etc., can in such cases be used in 
both papers, as can also advertisements 
which run alike in both papers. This 
plan would seem to combine all the ad 
vantages of individual conduct with 
most of the economies and increase of 
efficiency of consolidation. The great 
bulk of the matter to be served to 
Democrats and Republicans is exactly 
alike, and it is great waste to double 
the reportorial, editorial and mechanical 


expense of producing it. This waste 
could be saved and shared between 
publisher and patrons.—Fourth Estate. 
—_> 
POSTE R CENSORSHIP IN 
GLAND. 


Not every haste designed and print 
ed for the hoardings is allowed to go 
up. There is the Censorship Committee 
of the United Billnosters’ Association, 
and this from time to time “‘sits’” upon 
bills submitted by their members. If 
the posters offend modesty and good 
taste they are blackballed, and _ the 
six hundred members of the society 
advised to this effect. Then by virtue 
of their membershin thev refuse to do 
business with the offending parties. 
It is astonishing to find that at least 
two dozen sets are so treated every 
year. As may be imagined, the theat- 
rical companies are the worst offenders. 


ewspaper and Poster vertising. 
ape 
THE “ADVISOR’ VIEW. 





There are advertising agents who ac- 
cept accounts at two and three per 
cent and adyertisers delude themselves 
into believing they are driving a sharp 
bargain in having their business placed 
n such ridiculous terms. Advertising 
cannot be handled on such a small pet 
centage—no matter if the amount of 
the appropriation runs up to $500,000 
per annum. The more business an agent 
handles upon such an absurd basis the 
sooner he is bound to go to the wall 
\dvertisers who want an honest service 

ist expect to pay a decent commission 

compensation. Many times the ad 


ertising representative is the real 
power behind the throne—the man who 
lakes the wheels go ’round.—<Advisor. 
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ALUMINUM AS PAPER. 
Experiments with aluminum as a sub- 

stitute for paper are now under way in 

France. It is well known that the 

paper used to-day in the manufacture of 

books is not durable. It is now possible 
to roll aluminum into sheets four- 
thousandths of an inch in thickness, ir 
whicu form it weighs less than paper. 
3y the adoption of suitable machinery 
these sheets can be made even thinner 
and can be used for book and writing 

paper. The metal wilt not oxidize, i: 

practically fire and water proof, and is 

indestructible by the jaws of worms.- 





Shoe and Leather Facts. 
AN ENGLISH SUGGESTION. 
If the government should be per- 
suaded to undertake the collection of 
payments for goods transmitted 
through the post—failing which pay- 
ment the goods in question would be 


returned to the sender—an enormous 
impetus would be given to postal trade, 
as buyers would be sure, on the one 
hand, that they were actually receiv- 
ing something for their money, and 
sellers would be sure of getting their 
money, after they had parted with 
their goods or of having such goods 
returned to them.-——Newspaper and 
Poster Advertising. 


THOSE RED CREATIONS 

Every one who has seen the Even- 
ing Journal or the Evening World is 
familiar with the news bulletin printed 
in red ink. This is called a “fudge” 
why, no one knows. The fudge is in- 
serted in actual type in the plates, the 
presses being stopped for the purpose. 
It is all done in the pressroom. Tele 
phone and telegraph wires lead there. 
The operator calls off the bulletin to 


the fudge compositor. There is not 
even time to write it. A fudge can be 
inserted in an edition running on the 
presses in two minutes.—Munsey’s 
Magazine. P 
tel 
W. A. DOUGLAS. 


The Douglas factory at Brockton is a 
mammoth affair, employing 200 hands 
and paying out $17,435 in wages each 
week. Mr. Douglas appears to have 
solved the problem of amicable agrec 
ment between labor and capital, for 
strikes are unknown in his concern. The 
yearly business of the factory amounts 
to $3,500,000, and Mr. Douglas says 
this enormous trade has been built ur 
by newspaper advertising.— Detroit 
Mich.) News. 


aca ee 
©) WYNNE, LOVE&C 


COTTON FACTORS = COMMISSION MERC 
Tien Monat 
638 Maw Sr. | SEMPHIS,| ENN. 
setcuy, ATTEITION 5 Gin VOTRE SURE Cerro. 


FROM MEMPHIS. 








A POLITICAL APPEAL. 

In sending out notices of special train 
service for political meetings or any 
thing of a political nature the railroad 
advertising men are always careful t 
make a plain statement of facts and not 


color the advertisement destined to ap 
pear in various papers one way or the 
other. The Burlington advertising d« 


partment sent out the usual stereotyped 
notices in advance of the meetings of 
Senator Marcus Hanna, announcing the 
al train service. 1ese notices 
forwarded to the agents at various 
stations, with instructions to have them 
inserted in the weekly newspapers 
When the agent at Chester received the 
mere announcement of rates for the 
Hanna meetings he conceived the notion 





spe 
were 








that the advertising man at general 

headquarters hadn’t “ made it strong 

enough.” So he wrote an ad” him 

self, delving into rhyme the while, and 

his finished product appearec in a 

Chester paper as follows : 

Marcus A. Hanna, the great and only 

Mark,” 

Whom the Popocrats would like to se« 
obliterated in the dark, 

Is to travel through Nebraska in a spe 
cial private car, 

And the people want to hear him, com 
oe from near and f 

He will speak in the city Lincoln 
and that of Wymore, too, 

And the Burlington offers passage at 
just one fare clear through. 

And if you want to hear him while thus 
you have a chance, 

Take the Burlington train to Chester 
and you'll get there in advance. 

It is stated that well nigh every in 
habitant of Chester deserted the town 


and went to some of the adjacent points 


to hear Senator Hanna.—Jowa Cit; 
(Ia.) Republican. 
RUBBER STAMPS. 


. , Rubber stamps are all right in the 
right place, but that place is not at 
the top of a letter or on the corner of 
an envelope.—Advertising World. 


ARRANGED BY STATES. 


Adrvrertiseme nts. unde r this head 50 ce nts a line 
each time. By the year #26aline. No display 
other than 2-line initial letter. Must be handed 

in one week in advance. 


CONNECTICUT. 


‘['HE DAY, New London, circulates one copy to 
_ every seven inhabitants of its territory. 
Prints nearly 5,000 daily 


GEORG 1A. 
QOUTHERN FARMER, Athens, Ga. Leading 
‘ Southern agricultural publication Thrifty 
people read it; 22,000 monthly. Covers South 
and Southwest. Advertising rates very low. 


ILLINOIS. 


YONKEY’S HOME JOURNAT, excels as a me- 
dium for interesting a good class of people 

in the smailer towns. Our subscribers own 
pianos or organs—the sign of a refined and wetl 
to-do home—and are naturally mail-order buyers. 
5 at 60 cents flat. B. CONKEY COM 








ANY, Chicago, Illinois, 


PRINTERS’ 








INK 


MAINE. 





\ ’E have had one letter from an advertiser 

who said he saw these advertisements of 
oursin this column. That shows they are read. 
We hope before our year is out to land eee 
three big contracts. THE Cc OURIER-GAZETT 
Kockland, Me. (See Rowell’s.) 


CANADA. 


‘ AN ADIAN v ADV E RTISING is be st done by. THE 
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E. DESBARATS ADVERTISING AGENCY, 
Montreal. 
PORTO RICO. 
SAN JUAN NEWS, published every morn- 
xcept Monday, is the leading paper in 
Porto Rico. Printed in English and Spanish. 
The NEws was established in 1898 and has a 


daily circulation exceeding 2,000 copies. A sworn 
statement shows a larger circulation than claims 
of allthe other Porto Rican newspapers com- 
bined. The high-water mark of circulation was 
6,000 copies sold and paid for in one day. No 
other paper in all Porto Rico has as much cir 
culation or has as high a prestige and influ 
ence as the San Juan News. The advertising 
rates are $0 aninch ayear. Seventy-nine and 
one-half columns of advertisements were in 
serted in the Fourth of July edition. Over 1,300 
Islanders contributed to the NEws Galveston Ke- 
lief Fund. Sample copy and other information 
will be sent on request. 


CLASS PAPERS. 


ADVERTISING. 


RINTERS’ INK is a magazine devoted to the 
general subject of advertising. Its standing 
and influence is recognized throughout the en- 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value to intelligent adver 
tisers as being that of a recognized authority. 
Chic. igo (Ill. ) News, 

PRINTERS’ INK is devoted exclusively to adver 
tising—and aims to teach good advertising 
methods—how to prerare good copy and the 

value of different mediums, by conducting wide 
open discussions on any topic interesting to ad 
vertisers. Every subject is treated from the ad 
vertiser’s standpoint. Subscription price #5 a 

















year. Advertising rates. classific d 25 cent ine 
each time, display 50 cents a line. 44-page 

mage $50, whole page $100 eac h baa» Addre 
PRINTERS’ INK, 10 Spruce St., y York 


RELIGIOUS, 
BAPTIST. 


é ig GEORGIA BAPTIST, Augusta, Ga., is read 
by more than 5,000 progressive negro preach 

ers and teachers in Georgia, South Carolina, Ala 

bama and Florida. Cire’n for 1899, 6,275 weekly 












Displayed Advertisements. 





$700 her 


50 cents a line a page; 
extra for specified position 


25 cent 
if granted. 


Must be handed in one week in advance 


WANTED.—Case of bad health that 
RI-P-A-N-8S will not benefit. Send 5 cents to 
Ripans Chemical Co., New York, for 10 





samples and 1,000 testimonials. 


Is Your Business Sick? 


| 1! Broadway, 





Try TURNER'S TONIC—business literature 
written in his personal, impressive style that 
holds attention and BRINGS RESULTS. 
Wholessle dealer in ideas that pull busi 
ness. Something new and spicv always 
brewing. Write for a suggestion free. 


CLAUDE WATSON TURNER, 
New York. 

















A 

Circle 

Of 

Ten thousand 
Subscribers 

Is 

Better 

For an advertiser 
Than 

A fluctuating 
Circulation, though 
Greater, 

Even at the same rate. 
Put on your next list 


THE CHRISTIAN 


WITNESS, 
Boston. 
You won’t regret so 
doing. 
The 
Best 
Newspaper 
in 
Harrisburg, 
Penn. 
is 


THE PATRIOT 


H. D. LACostTr, 
Eastern Representative, 
38 Park Row, 


New York City. 
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To Owners 


and 


Publishers 


Responsible 
Newspapers 


A man of national 
reputation in the ad- 
vertising business, 
permanently located 
in New York, of firm 
and responsible finan- 
cial position, desires 
a close connection as 
the advertising rep- 
resentative with a 
journal of unques- 
tionable standing. 
Highest references 
furnished. Over- 
tures accepted only 
with principals and 
through a_ personal 
interview. Address, 
in writing, 

‘* RESULTS,”’ 


in care of Printers’ 


Ink, 1o Spruce St., 
New York. 
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| BETTER 
The Northwest Is AGreat Country. | | THAN EVER. 


The Northwest Judicious, conscientious editing has made 


MAGAZINE COVERS IT. 
: ¢ 
Here is our territory : 
Iowa, Wisconsin, Minnesota, the 
Dakotas, Montana, Idaho, Washington, ” e 4 
1e e 
In this territory The Northwest] | re am 
: : now in its 14th year) much the most popular 
Magazine has 31,000 paid sub- magazine of its class in the country. In the 


: far West, the Northwest, the Pacific Coast 
scribers. and the Dominion of Canada it hasa vast field 

teen mn | all its own. No other outdoor 
magazine has so sure a hold on the interest of 
the whole family. If you think we are brag- 
ging, send us your address for a free sample 
copy. {edges of good reading take to it at 
| once. Without exception, every advertiser 





Oregon, Wyoming, British Columbia, 
Manitoba, Ontario and Oklahoma. 





Communicate with any reliable agency 
for rates, or write 


in SPORTS AFIELD is reliable, honorable, high- 
grade. No fakes or “Cheap John ” schemes 
are ever admitted intothe great Sports Afield 


_——“a 
THe NORTHWest 


Family. Refer to any business house in Chi- 
cago, Omaha, Denver, Los Angeles, Seattle. 


meus'SaTEoO MONTHLY] 
MIACAZINE } 
minal sa 
Se Advertising Rates: 
One inch, $4; two inches and over, 


ST. PAUL, MINN. $3 aninch. Page is standard mag- 





azine size. 


SPORTS AFIELD, 
Suite 1400 Pontiac Bldg., Chicago, Ill. 





CANADIAN GENERAL OFFICES, 
McIntire Block, Winuipeg, Manitoba. 


CuicaGo, 638 Fine Arts Building. 




















RURAL LIE 


Issued monthly, a magazine for the farmer and his family (successor to THE WEST- 
ERN PLOWMAN), the only magazine of its kind published, will make its appear- 
| ance June 1. 1900. Every department will be edited by a specialist, and there will 
|| be something of interest for everybody to read. RURAL LIFE will carry out all 
| advertising contracts for THE WESTERN PLOWMAN, and has absorbed the thirty- 
|| six thousand subscription list which belonged to that popular farm journal. You can- 
| not cover the Western field thoroughly without using the columns of RURAL LIFE, 


SEND FOR 225 DEARBORN ST., } CHICAGO 
ADVERTISING RATES. 25 QUINCY ST., = — 











About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 
mation gathered from year to year concerning the circulation and character of American 
newspapers. He has always at hand, in chronological order, accessible at a moment’s 
notice, a conveniently arranged mass of interesting documents, statements, pamphlets 
and circulation figures, going to show what is claimed for a paper by its owners or 
asserted of it by its enemies and friends. By the aid of these and his familiarity with the 
subject it is always possible to pass the history of the paper in rapid review and com- 
prehend and measure the claims set up concerning its value to advertisers. 

A new edition of the American Newspaper lirectory with circulation ratings revised 
and corrected to date appears December Ist. This is the fourth quarterly issue for the 
thirty-second year of the publication. 


PRICE FIVE DOLLARS. 


GEORGE P, ROWELL & CO., Publishers, No. 10 Spruce Street, New York. 
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What an enemy says of The Joliet News $ 


‘‘T never liked THE NEWS very well,” said one of the aldermen, 4 
‘but I must say that it is enterprising and that it is always push- 

ing for Joliet’s interests. The merchants stick to it because they 

know it is always looking after their advantage and I should think 

its getting the Lemont people to take THE NEWS would be 

worth a great deal to the Joliet merchants.’ 
The occasion was the opening of a new field by street 
car to Lemont, a town of 6,000 population, 12 miles 
from Joliet. 
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Des Mornsgs, Ia., October 8, 1900. 

“T have received several times more inquiries from the advertisement 
in Farm News than fromall the other papers combined, and will in the 
near future write you for terms for continuing the qareeocmnans. 

. WOODWARD. 


J SPRINGFIELD, 
arm CWS, OHIO, 
Proven Minimum Circulation 60,000, 
is a recognized leader among the agricultural and mail-order journals 
Ask any leading advertising agent about FARM NEws and put it on 
your lists for this fall and winter. 


THE AMERICAN FARMER CO., PuBLisHERs, 
Chic&igo Office, 1113-1114 Manhattan Bldg. SPRINGFIELD, OHIO, 

















One Trial Order 


will convince you that 
I am the printer you 
have been looking for. 


SET up advertisements and print circulars and 
booklets just the way you want it done, and 
just the way it should be done. 

I have unexcelled facilities for turning out 
printing of every description and I can guarantee satis 
faction, as everything is under my personal supervision. 

Send me your next order, no matter how small it is, 


and see if I do not both please and satisfy you. 


WILLIAI1 JOHNSTON, 


Manager Printers’ Ink Press, 10 Spruce Street, New York. 
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Evening Journal = 


OF JERSEY CITY, N.J. E 












The 





Goes into over 13,000 families in Jersey City, and'is a guestin §S 

over 80 per cent of the English-speaking households in the city. 
Average daily circulation in Average daily circulation for three ) = 
1899, months ending March 31, 1900, E 








Youngstown, Ohio, Vindicator 


DAILY: SUNDAY: WEEKLY: 
10,000 10,000 9,600 
LEADING DAILY IN NORTHEASTERN OHIO. 


For Rates address 


H. D. LaCOSTE, Thirty-Eight Park Row, New York 


SPECIAL NEWSPAPER REPRESENTATIVE. 














THE STATE 


COLUMBIA, S. C. 






Daily—Sunday—Semi-Weekly. 






The American Newspaper Directory accords Tuk State a larger 
circulation than any other South Carolina daily. 

Published at Columbia, the Capital of the State and the center of 
the great cotton manufacturing industry of the South, THe Srate 









occupies a commanding position, Distributed over the eleven railway 
tines radiating from Columbia and reaching more than one hundred 
towns before noon every day in the year, it is “‘ the morning paper ”’ 
for three-fourths the entire State. 

With one matrix or one electro advertisers may cover the State, the 
whole State, with nothing but Tuk State. Address 


THE STATE COMPANY, Publishers, 
COLUMBIA, S.C. 
la 


Also publishers SourTHERN CHrIsTIAN ApvocatTr (Weekly), organ 
of 75,000 Methodist Church members in South Carolina. 
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WHAT “Sporting 

Life” says goes 
with the Sportsmen; and 
what the Sportsmen say 
goes in “Sporting Life.” 


If you want to reach the men 
who are interested in Base Ball, 
Trap Shooting, Billiards and kindred 
sports advertise in the paper they 
read. 

They read SPORTING LIFE. They 
read every word of it. It has six- 
teen big pages of ‘just the informa- 
ss tion they seek. 

It is a clean, bright, reliable chronicle of the hap- 
penings of the world of sports. 

The people who read it know that they can de- 
pend upon it—advertisements and all. They have 
money to spend, and they spend it freely with those 
who advertise in its columns. 

Forty thousand possible cus- 
tomers of yours read it every week. 

In no other way can you be so 
sure of getting their undivided 
and favorable attention as by ad- 
vertising in it. 

It can prove this to you if you 
give ita chance. You can havea 
sample copy for the asking. 

Advertising rates are 15 cents 
a line; no time or space discounts. 

Publication Day is Saturday 
of each week. Advertising forms 
close on Wednesday preceding. 





Send your orders through any reliable advertising 
agency, or direct to 


SPORTING LIFE PUBLISHING CO., 
q 34 SOUTH THIRD ST., PHILADELPHIA. 
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So Ditferent Now. 











‘Originality that is builded on a foundation of common, ordinary horse 
sense is the only kind that is good in advertising.” —/rinters’ Jnk. 


In former years all the ink houses carried on their 
business alike, and the concern that had the most 
friends secured the largest number of orders. Prices 
were fathomless, and a salesman was never known to 
quote a price unless he knew what his competitor was 
being paid. Profits were large, credits were unlimited 
and bad debts were plentiful. Any Tom, Dick or Harry 
was trusted, and the printer who paid his bill helped to 
pay for the dead beat who never paid. Only two fail- 
ures of any size ever occurred in the ink trade and they 
were caused by mismanagement. Originality was un- 
known, and when I awoke my competitors from their 
reverie they accused me of being a lunatic. My de- 
manding cash in advance seemed preposterous to them, 
as they were accustomed to being paid about once a 
year. I employed no salesmen, but flooded the country 
with literature, and my prices always appeared in the 
boldest type. I have been advertising in this paper 
since I started nearly seven ycarsago, and make it a 
point to change my ad weekly. My finale was predicted 
long ago, but Iam still selling lots of ink, and causing 
some of my jealous competitors to hire expert mud 
slingers to malign my goodsand my methods. Seventy 
thousand orders in less than seven years proves con- 
clusively that the printers found me their friend, and 
they termed me ‘‘The man who revolutionized the ink 
trade.” Send for my price list. Rich or poor, large or 
small must all pay cash in advance. Money refunded 
with transportation added if goods are not found 
satisfactory. 














ADDRESS 


Printers lnk Jonson, 


13 Spruce St., New York. 
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ESTABLISHED 1832. CAPITAL STocK, $50,000, 


GEO. W. BROWN, J. L. STERNBERG, A, N. DANIELS, 
President. Vice-President. Secretary. 


Ohe Brown Medicine Co., 


OF ERIE, PA. 


Manufacturers and Proprietors Carter's 
Family Medicines. 


ERIE, Pa., Nov. 2, 1go0. 


Editor PRinTerS’ INx, Mew York: 
DEAR SIR 


of Printers’ LNk with a great deal of 





We read every issue 


interest and consider the “ Little 
Schoolinaster” of actual interest to 
every business man who wishes to 
keep himself posted and up to date 


g on in the adver- 


with what is goin 
tising world, 
Very respectfully your friends, 


Tne Brown Mepicine Co., 


GEO. W. Brown, President. 
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“ Truth, the open, bold, honest truth 
is always the safest for any one 
in any and all circumstances.”’ 











When the advertiser buys space his aim natur- 
ally is to place his business where he knows that the 
publisher is giving HONEST CIRCULATION. 


The SCRIPPS-McRAE LEAGUE PAPERS : 


Cincinnati Post, 133,288 
Cleveland Press, 93,096 
St. Louis Chronicle, 54,050 
Covington Ky. Post, 12,828 


Offer the advertiser every means possible to ascer 
tain the accuracy of statements made regarding the 
daily output of these mediums. 

It is a fact that newspapers having a large and 
general circulation pay advertisers when small, select cir- 
culation produces no effect. Hence these papers will pay 
you. The terms and service which we offer the adver- 
tiser cannot be duplicated anywhere in the country. 
Affidavits of circulation furnished upon application. 





F, J. Carlisle, Gen. Mgr. Foreign Advertising Department, 
Scripps-McRae Press Association, 


Eastern OFFICE: WESTERN OFFICE: 
53 Tribune Bldg., New York. 116 Hartford Bldg , Chicago. 
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A prominent advertiser takes exception 


to the list published in last week's 


PRINTERS’ INK containing the forty 
best papers and has prepared the follow- 


N. B. 


sale of an article retailing from 25 cents 


ing: This list is based on the 


to $1, and rate and circulation are taken 





into consideration. 


Atlanta Constitution. 
Atlanta Journal. 
Baltimore News. 
Boston Globe. 
Boston Herald. 
Brooklyn Eagle. 
Buffalo News. 
Buffalo Times. 
Cleveland Press. 
Chicago News. 
Chicago Tribune. 
Cincinnati Post. 
Denver News. 
Denver Republican. 
Des Moines News. 
Detroit News. 
Grand Rapids Press. 
Indianapolis News. 
Indianapolis Press. 
Kansas City Star. 


Los Angeles Times. 
Milwaukee Journal. 
Minneapolis Journal. 
Minneapolis Tribune. 
New York Journal. 
New York Herald. 
New Yerk World. 
Philadelphia Record. 
Pittsburg Dispatch. 
Pittsburg Leader. 
Portland Oregonian. 
Providence Telegram. 
St. Louis Republic. 

St. Louis Chronicle. 
San Francisco Bulletin. 
San Francisco Examiner. 
St. Paul Dispatch. 
Seattle Intelligencer. 
Topeka Journal. 
Washington Star. 
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1884 


Sworn Circulati CANADA'S 
fom Jany 1 1600 #GREATEST 
to August 311900 ADVERTISING 

MEDIUM 
{890 17718 


I891 20394 
1892 23.238 
1893 29.500 
1894 35.458 
895 45.450 |= See 
i896 52.730 age 
1897 54.846 a 
i898 63.216 Best Equipped 
899 66.274 Neuspeoe 
i900 67.8299 onthe whole Continent. 
ACTUAL CIRCULATION, 


Daily, - - - 68,379 
Sunday Edition, - 40,000 


The circulation of ‘‘ LA PRESSE”’ exceeds by 10,000 copies 
that of any English Daily published in Canada, and exceeds 
also by 13,000 the combined circulation of the eight 
other French Dailies. 






































Send for Rates and Sample Copies. 
Books open at all times for the inspection of advertisers. 


* LA PRESSE,” Montreal, Canada. 
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Don’t You Read 


the “Ads” in the Street Cars ? 





Of course you do, as ALL people 


do. 


Why Not 


place YOUR “Ad” where they 








can read it? No person can help 


noticing a ** KISSAM KARD.” 
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KISSAM’S SYSTEM 
of Street Car Advertising 
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is the BEST and ONLY Street 
Car Advertising in the world. In- 
formation cheerfully to those in- 


terested enough to ask. 


GEO. KISSAM & CO., 
253 Broadway, N. Y. 
15 Branch Offices. 





Written by Fred Myers, Chicago, Ill. 








PRINTERS’ INK. 

















Kansas city Times 








The 
Only Medium 
with 
Which to Reach 
the 
Democratic 
Stronghold 
of the 
Great Southwest 
It’s the New 
KANSAS CITY 
TIMES 
Now. 








Goes into the homes 
of the buyers of Kan- 
sas City and the great 
Southwest. 

Reaches 800 towns 
adjacent to Kansas 
City on day of pub- 
lication. 
Successful advertis- 
ers use the Times. 
Quality and quantity 
secured by advertisers 
using the Kansas 
Ciry Times. 


Rates on application, 





A. A. LESEUER, 
Editor in Chief. 


RAYMOND P, MAY, 
Business Manager. 

















The $. C. Beckwith 
Special Agency, 


Sole Agents Foreign Advertising, 


8-49 and 59 Tribune Building, New York. 
469 The Rookery, Chicago. 
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The 


Buffalo 





Review 











IS THE PROGRESSIVE, POP- 
ULAR AND’ INFLUENTIAL 
NEWSPAPER OF BUFFALO. 


l T’S read by the thoughtful, 
purchasing readers of West- 
ern New York; it publishes 


exclusive features; it has an unsur- 
passed telegraph service; it pub- 




















lishes news concisely ; it is modern ; 
it is complete. 


THE BUFFALO REVIEW CO., Buffalo, N.Y. 


W. E. SCOTT, Foreign Advertising, 150 Nassau Street, New York. 
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Five Insertions Gratis. 





An advertisement contracted for to 
appear in Printers’ Inx for the year 
1901 will be inserted 


ii 


in all the remaining issues of 1900, 


Address 
PRINTERS’ INK, 


10 Spruce Street, - - . New York. 





PRINTERS’ INK. 


Can’t Help it. 


It’s just as natural for you to read street car cards when 
going to and from business as it is to breathe. Somehow, 
youcan’t help it. It’s just the same way with thousands and 
thousands of others who daily patronize street cars. They 
read ’em too. They can’t help it. If you have anything you 
want the public to know about, there is no quicker, cheaper 
nor better way of telling your story than by a card inour cars, 
where they can’t help reading it. No order too small; none too 
large. We're ready to tell you more on request. 


Geo. Kissam & Go., 
253 Broadway, New York. 


Designed and written by Albert G. Wade, Elkhart, Ind, 





